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cknowledgment is made to the GRIFFIN MANU- 
FACTURING CO. for courtesy of reproducing carton, label, 
display container and folders shown on this page. The 
complete packaging was redesigned and printed in our 
conveniently located plant. Consult with us on your next 


packaging problem. 


BROOKS & PORTER, Inc. 


304 HUDSON STREET » » NEW YORK 
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elUyN Gams 
KEEPS 


EEP in the quality you pack in. Retain all the original 
aroma and taste; protect it all the way to the 
buyer's table. This is the final test of Quality and 

Profit. 


AND BOTH DEPEND ON THE WRAPPER! 


Today markets reach farther than ever. Yet both dis- 
tance and time are overcome by the use of KVP Pro- 
tective Papers. 


They render the most varied and exacting types of 
service to the satisfaction of leaders in all lines of food 
industry. 


Whatever your need, you may entrust your quality to 


KVP Papers. They guard against loss of flavor and out- 
side taint. They are odorless, tasteless and resistant 
to water, grease and oil. 


Let KVP research engineers advise as to the best type 
of wrapper for your special needs. Write for informa- 


tion. and samples. RS 


Kalamazoo Vegetable Parchment Co. 
KALAMAZOO . MICHIGAN 
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An excellent example of a complete modern- 
ization in package design is illustrated on 
page 55 of this issue. Readers will recall the 
drab-looking affair which for many years was 
the standard package for Griffin shoe products. 
The reason for this revolutionary change and 
the modern spirit of the company will prove 
interesting reading. 


Mr. Fawcett in his article on page 47 gives 
some pertinent facts on the problem of design 
piracy and tells of a new nation-wide move- 
ment now under way which should prove of 
great and lasting benefit to those members in 
the various industries where packaging is a 
vital factor. 


The packages shown on the front cover contain 
separately open and fine mesh cheesecloth in 
two sizes, a product of the Lewis Manufac- 
turing Co. They are particularly expressive 
of what can be done for products of this type 
along packaging and display lines. Repro- 
duced through the courtesy of that company. 
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122 E. 42nd ST., NEW YORK CITY 


HERE’S no denying the appeal to the eye of a 
SYLPHRAP-ed product. If your product is there for 


the consumer to see — he'll buy it. 


SYLPHRAP envelops your product in a crystal clear 
paper. The silver sheen of this transparent cellulose adds 
immeasurably to the appeal of the sight sense . . . and its 
airtight, germproof protective qualities appeal to another 
sense . . . common sense. 


Its strongest appeal, however, is one of dollars and cents 


—to you. In ordering look for the SYLPHRAP label. 


A SENSE APPEAL 


SY LVANIA INDUSTRIAL CORPORATION 


WORKS, FREDERICKSBURG, VA. 
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YEAST THIS WAy S DELICIOUS 


Why Production Men Say 
“If It’s Packaging, Try 
Redington First” 


grab ened gyn = It’s Because of Their 34 Years of ss 
executives mention the name M : ‘ 

Seema.” “teeter ee New Ideas in Packaging Machines and Methods} 
of the major achievements in the 
field of Packaging Machinery have 
been pioneered by Redington. They 
know that some of the knottiest, 
toughest problems have been solved 
by the Redington Engineering Staff. 
This group has developed 





the first machine to automatically 
produce packages of chewing gum. 
-the first cartoning machine to op- 


erate at speeds of more than 100 per 
minute (a speed now exceeded by 
25% to 75%). 

—the first machine to automatically 
wrap and carton oleomargarine and 
butter. 

—the first machine to completely 
package radio tubes. 


No wonder production men say 
with confidence, ‘“‘If It’s Packaging, 
Try Redington First.’”” But what 
our Engineers accomplished in 1930 
is even more revolutionary. Ask us 
to send you a copy of ‘'1930, a Year 
of Progress in Packaging Machin- 
ery.”’ There’s no obligation. 


F. B. REDINGTON CO. 
Established 1897 


110-112 So. Sangamon St. Tastyeast, produced by Green Bros. Co., Springfield, Mass., is both Cartoned and 
Cellophane-Wrapped on the recently developed Combination 


CHICAGO, ILL. Cartoner and Cellophane Wrapper shown above. 


REDINGTON 


PACKAGING MACHINES 


Custom Built for 
Cartoning — Packaging 
Labeling—Wrapping 
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The RAIMENT of RULERS 
a igor 


Because he is the ruler and must look 
the part. Grandeur! Glamour! Color! 
These are the visible qualities that 
people look for in a monarch. 

@ To be a leader, a product also 
must look the part. Give your prod- 
uct the advantage of a distinctive ap- 
pearance. Dress it in a handsome 
Maryland Blue Bottle. 

@ Wherever bottled preparations are 
on display, those packed in these dis- 
tinctive containers always stand out. 
@ You will be interested in the sales 
suggestions on the back of this page. 


mee, MARYLAND 
> ~ BLUE 
BOTTLES 


A. 
A 
pro 





Dominance at the Point of Sale 


CUSTOMER steps into a store. Hun- 
dreds of products vie with each 


other for his attention. The majority 
he sees in a confused haze. A few stand 
out in sharp relief—these are the prod- 
ucts that have the best chance of being 
sold. For actual tests have proved time 
and again that ‘‘the more readily a prod- 
uct is seen and remembered, 

the more freely it is bought.”’ 


Take advantage of this 
vital merchandising principle 
by packing your preparations 
in Maryland Blue Bottles. 
They always stand out on 
display because of their vivid 


andattractivecolor. Note the beauty and 
distinctiveness of the blue bottles pictured 
above. Easy to see, easy to remember— 
they make the product easier to sell! 

Let us send you samples of Maryland 
Blue Bottles so you may see for yourself 
how they improve the merchandising of 
your products. We make them in a wide 

variety of popular shapes and 
capacities for products sold 
in several sizes. Or we shall 
be glad to supply you with 
bottles designed to meet 
your individual requirements. 
Write us today for samples, 
stating what sizes you use. 


We also make high quality 
green tint and flint bottles. 


MARYLAND GLASS CORPORATION 


BALTIMORE () MARYLAND 





MARYLAND BLUE + 


GREEN TINT + 


Fiint BotTTLes 





New York Representative: 270 BROADWAY 


Pacific Coast Representative: PACIFIC COAST GLASS CO., SAN FRANCISCO, CAL. 
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1 Is my plant operating at lowest pos- 


C an YOU 5. 


- + + ANSwer these 9 Is Print-room production smooth 
Questions to your running and on time? 


own Satisfaction? 3 Could | increase efficiency if my 


print-room were less crowded? 


4 Does my product present the attrac- 
tive appearance that it might? 


i answers to the above questions are 
vital to every creamery executive. If you 
cannot answer them to your own Satis- 
faction, then you should investigate 
Automat equipment. 





The Automat line is complete, and in 


The upper illustration shows a Triplex in operation the print-room Automat tub cutters, 
in the print-room of the Page Dairy Company printers, and wrappers and cartoners 
pe ee ete will help reduce costs, keep production 

smooth running and on time... occupy 


less space . . . improve the appearance 
of your cartoned product, and do the 
job quicker and better than any other 
method now known to the trade. 


Let us prove to you what Automat 
equipment can do in your plant. Our 
engineers are widely experienced in sug- 
gesting money saving ideas. It will cost 
you nothing to talk to them. Write us. 





The Automat Triplex wrapping and cartoning ma- ; . 
chine, featured here, will individually singly cr The Automat Molding & Folding Company 


doubie wrap four quarters and automatically en- TOLEDO, OHIO 


closes them in a pound carton; two half pounds 
and enclose them in 4 pound carton; 6r pound =e J P H ¥@) ay GOAN i ‘ 
solids and enclose them in a pound carton. 

, - 
Bulletin No. 4 explains this 3 in 1 machine in detail. | PRINTING | WRAPPING & CARTONING UIPMENT 


Write for it. New York Office Los Angeles Office 
43 Murray Street 306 Calo Building 
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AN INVITING PACKAGE 
moulded by Kurz-Kasch 


\ \ HAT is there about a package like 


this that invites the consumer’s attention, 
makes him pick it up, look at it admir- 
ingly and then induces him to buy it? 


We, to use merchandising argot, call it 
sales-appeal. Analyzing it, you can call it 
the result of superb craftsmanship in the 
application of a new principle, the mould- 
ing of plastics, to a fertile field—that of 
packaging, by experts in moulding. 


~Nould 


NEW YORK 


DAYTON, OHIO 


Here adaptability is combined with 
strength and protection to the product, 
durability with economy, for Kurz- 
Kasch containers are permanent. 


Moulded in colors, packages by Kurz- 
Kasch cannot help be anything but in- 
viting. 

May we tell you more about moulded 
packaging? We will welcome your in- 
quiry about this phase of packaging. 


6 Plas, 
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Any manufacturer who hopes to com- 
pete against the long list of toiletry and 
pharmaceutical preparations now on the 
market has his work cut out for him. 
Even with advertising and an estab- 
lished name to back him up. 


A. new liquid soap looks the part 


Van Raalte, makers of fine stockings, 
underthings, and fabric gloves, have 
been working for some time on a new 
liquid cold-water soap. Perfecting the 
soap, they set about for the right con- 
tainer—to maintain Van Raalte pres- 
tige, to do a good selling job. The per- 
fected bottle has straight, modern lines, 
with a label in smart Gothic lettering 
and simple design. A black cap to set 
off the green color of the liquid is made 
of Durez. 

In selecting the perfect molding 
compound, Van Raalte kept on main- 
traveled roads. More than 95°% of all 
molded closures in use today are Durez 
closures. Representative users include 


THE MAKERS OF DUREZ ARE ALSO THE MAKERS OF DUREZ 
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Squibb, Listerine, Iodent, Parke-Davis, 
LaLasine, Zonite, Pebeco, Colgate- 
Palmolive-Peet, J. B. Williams, Johnson 
& Johnson, Dr. West, Colonial Club, 
Pinaud, Dorothy Gray, Quinlan, and 
scores of others. 

Closures made of Durez are strong 
and tough, yet light. Resistant to acids, 
oils, moisture and other destructive 
agents, they will not discolor the con- 
tents of the tube, nor corrode in con- 
tact with the product. Easily, 
quickly gripped, Durez closures screw 
down so tightly that leakage is avoided. 
Yet, because Durez threads are molded, 
not cut, within closest commercial 
limits of accuracy, these 
closures do not bind, but 
release instantly. 

New pastel colors 
In a wide range of practi- 
cal colors, Durez closures 
can be blended as you 
wish. Manufacturers. are 





especially interested in the new and 
exclusive Durez pastel shades —six 
delicate colors, now available for the 
first time in the history of the molding 
industry. 


Are you a subscriber? 


We shall be glad to send you more com- 
plete information about Durez, illus- 
trating its usefulness not only for caps 
and closures, but for all kinds of boxes, 
trays, display sets, containers and simi- 
lar packages. And if you are not already 
a subscriber, we will mail you each 
month, without charge, a 
copy of the newsy, brief 
little bulletin, “Closure 
News.” Write for informa- 
tion, as well as for “‘Closure 
News,” to General Plas- 
tics, Inc., 21 East Walck 
Road, North Tonawanda, 
New York. Also New 
York, Chicago, San Fran- 
cisco, Los Angeles. 


INSULATING VARNISHES AND LABEL CEMENT 








PERFECTION 


HERE is no other expression to describe the Bliss Box... 
and taking all its advantages into consideration you will soon 
agree with us. 


The Bliss Box (patented) is of three-piece construction with 
all four vertical edges reinforced with flaps sealed by wire stitching 
—thus you have strength. 


In the Bliss Box the area of the flaps is reduced to the bare mini- 
mum necessary for assembling and sealing the case, which is 
therefore lighter and cheaper than a one-piece container of the 
same size. The savings in the cost of board and in freight charges 
often exceed 20%. 


All board mills are licensed to manufacture Bliss boxes. 


Taking all factors into consideration the superlative is justified, 
don’t you think? 


H. R. BLISS COMPANY, INC. 


Manufacturers of Wire Stitching and Adhesive Sealing 
Machinery for All Types of Fibre Containers 


NIAGARA FALLS, N. Y. 


50 Church St., Harry W. Brintnall Co., 608 So. Dearborn St., James Q. Leavitt Co., 
New York, N. Y. San Francisco, Cal. Chicago, Ill. Ogden, Utah 
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UBE after tube, row upon row, they go gliding through 

the Colton Tube Filler to be filled with Griffin Lotion 
Cream. Endlessly they go along, each operation a perfect 
performance. 





Today, as never before, the buyer of filling equipment is buy- 
ing on a basis of performance....and performance is the 
basis upon which hundreds of prominent manufacturers are 
selecting Colton fillers. You, too, should judge on a basis 
of performance. 


There’s a Colton Tube Filler to suit the production demands 
of every tube user—Twenty types—Filling, Closing and 
Clipping from 15 to 120 tubes a minute. 


COLTON P-V:vi' Il] @tosh (ol Mn Oto YN IN hf 


DETROIT DETROIT MICHIGAN 
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SHREWD purchasers 


‘of cartons Find 


Ridgelo 
FOLDING BOXBOARD 
a good INVESTMENT 








Ridgelo 


FOLDING BOXBOARD 
z ! 

LOWE PAPER COMPANY 

RIDGEFIELD - NEW ~° JERSEY 


Canadian Representative—W. P. Bennett & Son 
32 Front St., W., Toronto 


FEBRUARY, 1931 11 








Cookies, candies, jams, teas 
or novelties, it makes no dif- 
ference what your product is 
— it can be improved —with 
a Foxon label. 


A Foxon label is the fin- 
ishing touch to the distinc- 
tive package. 


Your message is clear, color- 
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THE FOXON COMPANY 


225-235 West Park Street 
PROVIDENCE, R. I. 


ful and easily read on a Foxon 
label. The label may be 
printed or embossed. Foxon 
is equipped to do both to 
perfection, as so many promi- 
nent manufacturers can testify. 


Samples will be sent upon 
request with no obligation to 
you, of course. 





: ‘The Final Inspection 


con 

to 
mi- 
fy. 


| of your product 
is NOT 
made in 


_ your plant 






on 


A Johnson ‘‘Greater Capacity’’ 


ing Machine, permitti . a eee ° 
cat temidad aaa ear aoe Your best friend and severest critic is—the customer. His 


PY als aeradteageelies is the final inspection passed on your packaged product. 

a of sealing. 

A Protect the handsome package without dimming its 
colorful appeal. Envelop it in cellophane like the plate 
glass of a show-case between it and the air and dampness. 
Seal the cellophane to keep the contents as they were at 


your final inspection. 


For, cellophane can now be imperviously sealed, running 

at speeds of close to one a second, on the new Johnson 

Model C Cellophane Wrapping Machine. This adds to 

the value of this glass-like wrapper. The ultimate in 

transparency is now accompanied by the maximum in 

protection. A big stride toward better packages! — by 
engineers who dream of nothing else. 


Get the details of this machine’s operation. Send the 
coupon. 


THE 
JOHNSON AUTOMATIC SEALER CO., LTD. 


J O H N S O N BATTLE CREEK, MICHIGAN 


Subsidiary of Battle Creek Wrapping Machine Co. 


M O D E 3 é Foreign Representative: C. S. duMont, Windsor Heuse, Victoria St., London, Eng. 
Wraps AND Seals in Cellophane...... 


Johnson Engineers — Tell me how the Model C broadens a 

the advantages of cellophane for my product, which is IRMMBRG 6.65 Race o arabes enahadsceteanadebed 

| ery Terre ee eee eee kee ee (Re eee eee Wi oo rates go ko ee eRe 2 ne ee 

| Ihave in mind a package of this size...... Keeeeee Keesees MUMNMOB Sk nisiiaied Kea cs Pov hehaesade eed keaeadGutadaas | 

j I am checking this square [] to ask that your nearest ‘ | 
man come talk with me. GM ccc ric cdeenuctawetennaaked 5 PE ae a 

a Tear out and mail this Coupon to JOHNSON AUTOMATIC SEALER CO., Battle Creek, Mich. MP 2-31 t 
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Straightaway 
World Labeler 


again scores a 
labeling success 
on a successful 
package — 

Thymo Borine 


Made by 


Thymo Borine Laboratories 
MILWAUKEE 


Wor_D LABELERS ... . marked economy .... 
precise uniform labeling. Let us demonstrate results 
on your own product. 


ECONOMIC MACHINERY COMPANY 


Largest Manufacturers of Labeling Machinery in the World 


WORCESTER, MASS., U. S. A. 
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Weer the bulk of the 
export, trade of the 
United‘ States: moves by 
freight, parcel post has lately 
found an increasingly important” 
place as an alternate method of shipment for certain 
classes of merchandise. In the case of Latin America, 
especially, freight transportation to interior cities is 
often both slow and expensive, although perfectly satis- 


factory to the various ports. On this account there has ~ 


been an increasing pressure i 
United States to ship by pees pie pe." satire 
non-breakable articles for which parcel post transporta- 
tion is eminently suited, but also heavier, often break- 
gg taro especially liquids in glass bottles. 

a en hob leaf 


AIL the coupon and we will send you a 
complete copy of this helpful 4-page 
article, together with samples of the economical 
Kimpak recommended for parcel post packing 
of liquids and breakables. Kimpak is snow- 
white, light and cushiony as down, and exceeds 
parcel post requirements for absorbency. Fur- 
thermore, it is so beautiful and clean that it 
adds to the quality impression when your 
package is opened. 


Kimpak 


REG 


CREPE WADDING 


ABSORBS 16 TIMES ITS WEIGHT IN MOISTURE 





; his article has been written at the 
suggestion of the United States De- 
partm: nt of Commerce in the belief 
| advantages over those now used and 


Export Manager, Smith, Kline: 
Laboratories, Philesetahee . ‘eae 


Kimberly-Clark Corporation, Neenah, Wis. MP-2 


Address home office or sales office at 
8 S. Michigan Ave., Chicago; 122 E. 42nd St., New York City 


Please send me complete article on mail packing and sam- 
ples of Kimpak. 


Name... 

Address. 
Attention.............. 

Our product iS.ecccccennn- 


O We are sending a sample of our products as now packed. 
Please repack with Kimpak and return. 
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IF IT LOOKS LIKE 
IT CANT BE DONE 


Call for a 


Packomatic Engineer 
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Each year, the wide awake manufacturer witnesses 
great changes—New methods of merchandising—New 
transportation facilities—New manufacturing condi- 
tions—A new demand for packaged products. 


NEN 
(7 


SSeS 
x ) Keep in step with the Packomatic machinery is ) fi 
ated trend of the times. Equip in tune with these new beta 
— your plant to meet these demands with a complete — 
) I conditions as they de- line of machinery to meet x 
‘ —,° velop. your requirements. im 


No matter what your packaging problem. We are 
anxious to help you. We’re used to tough jobs. Call 
onus. There are more than 2000 manufacturers now 
using Packomatic Packaging Machinery. 


Naf Meal 
WwW) 
Le! 


(EX 
tw) 


Jma\ 


Write—Wire—or Phone for a Packomatic Engineer 
Any time—Any place—No Obligation 








( 
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Installation of five Packomatic Carton Seal- Packomatic Packaging and Sealing Machine 
ing and Weighing Machines, The Quaker Installation in the Rex Products and Mfg. 
Oats Co., St. Joseph, Mo., Plant Co. Plant, Detroit, Mich. 


PACKOMATIG 


PACKAGING MACHINERY 


J. L. FERGUSON COMPANY, JOLIET, ILLINOIS 
Branch Offices: NEW YORK ST. LOUIS LOS ANGELES 
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BRING YOUR PACKAGE INTO PROMINENCE 











HE moulded package plays a stellar role in the merchandising of 
today. It basks in the spotlight of public approval (consumer ac- 
ceptance has been established) and reflects its aurora on your product. 


The beauty of the Norton moulded container makes for instant eye 
appeal. The permanency of the package is another appeal which helps 


to make the sale. 


All of which explains the reason why leading manufacturers are pack- 
aging in moulded containers made by Norton under the symbol of 


Norloc. 


























To bring your package into prominence, call in a Norloc representative. 


Norton Laboratories, Inc. 
LOCKPORT, N. Y. 
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WEIGHED ON 
TOP-O’THE-MORNING SAUSAGE EXACT WEIGHT SCALES 


GOBEL SLICED BACON AND 








oN 
ams. 0rd 





The Packaging Department of 
Gobel, Inc., is 100% Exact 
Weight Equipment, says Mr. Firor 


Let us tell you why EXACT 

WEIGHT SCALES are the pref- 

erence among Leaders in the 
Packing Industry 


The Exact Weight Scale Company an ~_ — 
502 W. 5th Ave., Columbus, Ohio i cddine MEE aaa 


MANY FAMOUS BRIANDS REACH THE CONSUMER 
VIA EXACT WEIGHT SCALES 
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7 ~ ANNOUNCING 


the 


KRAUSE METASEAL 


A metal label especially created by 
specialists in quality labeling for those 
manufacturers whose products must con- 
vey afiner appeal « « « « « 














4 


Metaseal labels are easily applied and 
shape themselves to irregular surfaces. « « 





© 


Especially adaptable to quality products, such as 
Candies Perfumes, Jewelry, Cutlery and other fine items. 


5 


YOUR INQUIRY IS INVITED 


RICHARD M. KRAUSE 


INCORPORATED 
304 EAST 23rd STREET, NEW YORK 


Representation in all prominent cities 
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HE snail is the proverbial ‘‘Slow Poke.’’ Unlike the fable, he gets there PA 

in the end but the world has passed by in the meantime. » » AT 
Likening a snail to a machine is a far cry but it will serve as a comparison. TC 
There are manufacturers still using old, outmoded, inefficient machines. 
They do the work in the end but it’s taken its toll in time and in repair Th 
and production costs. » » » » » » » » » » jar 
Competition creates new forces, new machines, new ideas. Peters Engineers - 
are cognizant of this ina: 
fact and have evolved A new era_ beckons— U 
new devices and machin- modern merchandising |= 
ery to place package demands efficient equip- | Th 


ment. Will you keep 
abreast of the times? 
Peters Engineers will be 
gladtohelpyou. » » 


forming and lining 
practice far in advance 
of ‘‘snail like’’ old ma- 
chines. » » » 














PETERS MACHINERY COMPANY 


GENERAL OFFICE AND FACTORY 4700 RAVENSWOOD AVE 
CHICAGO.U.S.A 
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PAINSTAKING 
ATTENTION 
TO TR kk elves 






The Label on a tiny glass 

jar—the “Silent Salesman” 

Display Carton—the window size 

cut-out—the 24-Sheet Poster—with 

“U S" all receive the same conscientious 

care and painstaking attention to detail.... 

This explains why— year after year — makers of 
America's best known products continue to call on 

“US” to serve them in producing packaging materials 
and advertising helps. ¢#® We can serve you, too. 









Our product helps sell STA-RITE HAIRPINS; 
We can help sell your product too. 























“COLOR PRINTING HEADQUARTERS” 


CINCINNATI BROOKLYN BALTIMORE , 
110 Beech Sireet 101 N. 3rd Street 28 Cross Street 5 


—™ Sales Representatives in 16 Cities —A Nation-wide Service. 
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McDonald Duplex Labeler. Labeling speed 120 per minute. 
Machine speed 60 per minute. It’s two machines in one. 


HE label is flat and will stay flat because it’s gummed 

all over—there are no curling edges—it’s straight because 
it is applied the ‘‘McDonald Way.’’ The general impression 
is “*..... it’s a clean job.”’ 


That’s why fastidious and progressive manufacturers invari- 
ably select McDonald Labeling Equipment. They want a 
‘‘clean’’ job at a high labeling speed on a dependable, slow 
and easy running machine. 


There is a type for each class of labeling, i.e., ‘‘Single,’’ 
‘‘Front and Back,”’ ‘‘All-Around,’’ all models being adjustable 
for different sizes. 


For complete information write to— 


- McDONALD - 






LOS ANGELES LONDON CHICAGO 
443 So. San Pedro St.--------- Windsor House, Victorio St. S.W1-------- (2 Merchendise Mart 
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Send Your Carton 
to our Packaging Oxperts 





Witt a definite trend toward better protective wrapping 
for food products and other merchandise that requires 
certain protection, the services of the Riegel laboratories with | 
a corps of packaging experts may be of great assistance to 
you if you should care to make use of it. 


Our business is the manufacture and sale of protective wrap- 
ping paper. Our laboratories help us sell paper, hence 
there is no obligation on your part should you make use of 
this service. We are repaid when our laboratories recom- 
mend one of the papers we make and you see your way 
clear to use our paper. If we cannot make a paper suitable 
to your purpose, we will gladly tell you so or recommend 
what we think is the right paper, if you wish us to. 


RIEGEL PAPER CORPORATION 


Formerly The Warren Manufacturing Co. 
Makers of GLASSINE and other protective wrapping papers. 


342 MADISON AVENUE, NEW YORK, N. Y. 
Mills in New Jersey at Riegelsville and ‘Milford 
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FOR 
DEFINITION 








There is a feeling of confidence around the plant 
where VERSIFOIL is used for stamping. Con- 
stant supervision and close regulation of heat is 
entirely a thing of the past where this perfectly 
balanced foil—inherently an anti-spread material 
—is employed. 


Blurring (due to excessive die temperatures) can- 
not occur, because VERSIFOIL has been scien- 
tifically designed to remain as accurate as the die. 
A temperature rise of many degrees has no effect 
on its clear-cut performance. The finest details 
and broadest designs reproduce to a nicety. 


...and Definition is only one of the five dis- 
tinctive features that make VERSIFOIL the out- 
standing achievement in imitation gold leaf for 


fers these “BIG FIVE” 
offers these the box maker. 


advantages to the Box 
aker: 


(An increasing large variety of other colors are 
. Versatility in applica- ; 
tion on all materials. now available.) 


Inherently an anti- 
spread material. It will pay you to investigate the possi- 


3. Clear, easy release. bilities of VERSIFOIL. Let us 


4, ‘sige lustrous sur- send you a sample. 


~ Unusual adhesive qual- 
ities. 











Fe. We. RAUSKOLB CO. 


Gold and Imitation Gold Embossing Foils 
16 Franklin Street, Medford, Mass. 








Distributors Branch Offices 
| 82 St. Paul St., Room 705 


N. Nelson 
318 Gilfillan Bldg. St. Paul, Minn. Rochester, N. Y. 
200 Hudson St. 


Arthur J. Bergren 
19 So. Wells St. Chicago, III. New York City Walker 5-3944 
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A BOX PAPER OF FASHION 


VELVET LUSTRE PRINTS - 1-3 Emb. 192 like this 
sample is now being presented by Hampden for 
small and large fashionable boxes. Its small de- 
sign, bright pastel shades and the fact that the 
colors are Sun-Fast to a very great degree, 
should produce for it a ready demand. 
e 

Designed and developed by the Art and Experi- 
mental departments of the Hampden Mills at 
Holyoke, this new box paper presents a surface 
treatment in keeping with all that is considered 
most correct. 


Fifty years creating original box papers. Fifty 
years of persistent earnest effort to maintain a 
standard of quality is what is back of every 
new paper that is offered by Hampden. 


Working sheets of the complete line of VELVET 
LUSTRE PRINTS will be mailed on request. 


HAMPDEN GLAZED PAPER & CARD CO. --- HOLYOKE, MASS. 











THE LEADERS 


use ' 
Pneumatic Machines 


Lux, Ivory, Duz, 20 Mule Team, Prides, Super-Suds — 
these are names to conjure with in the soap industry. 
Together, their productions represent billions of pack- 
ages yearly. 





Keeping pace with production, holding down waste 
and costs in their tremendous packaging operations is a 
major problem to them. Significant is the fact that they 
have all chosen the same method as the most efficient 
answer to their packaging needs . . . Pneumatic Scale 
Packaging Machinery. 


Not only in soap, but in practically every packaging in- 
dustry, the largest producers employ this same method of 
packaging their product. As a manufacturer of packaged 
goods, no matter what your output, the efficiency of 
your packaging operations is a matter that vitally influ- 
ences sales, good will, and profits . . . IF you are con- 
templating the purchase of packaging machinery, if you 
desire to increase the efficiency of any phase of your 
packaging operations you can do no better than to 
investigate the advantages of this system that has the 
endorsement of America’s most successful producers. 


¥ 
4 

i 
pA 
i 
i} 
i 
i 
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Write for a copy of ‘An Interview,” an unusual pres- 
entation of the qualifications of the Pneumatic Scale 
Corporation and its ability to serve you. 


PNEUMATIC MACHINES 


Carton Feeders—Bottom Sealers—Lining Machines—Weighing 

Machines (Net and Gross)—Top Sealers—Wrapping Machines 

(Tight and Wax)— Capping Machines —Labeling Machines — 

Vacuum Filling Machines (for liquids or semi-liquids) — Auto- 

matic Capping Machines — Automatic Cap Feeding Machines 
Tea Ball Machines 


NEUMATIC SCALE 
ACKAGING MACHINERY 


PNEUMATIC SCALE CORP., LTD., NORFOLK DOWNS, MASS. 


Branch Offices in New York, 26 Cortlandt Street; Chicago, 360 North Michigan Avenue; 
San Francisco, 320 Market St.; Melbourne, Victoria; Sydney, N.S. W., and 9 Whitehall, 
London, England 
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NEW 


SPENCER CELLOPHANE PACKAGER 


THE GREATEST INNOVATION IN 
THE PACKAGING INDUSTRY 


PACKS LOOSE PRODUCTS 


Transparent Cellulose is an ever increasing factor 
in the merchandising of today. Every progressive 
manufacturer is striving to attract the attention of 
the consumer by mirroring his product. 


One of the greatest aids to packaging products 
in transparent material and one of the greatest in- 
novations in packaging machinery, The Spencer 
Automatic Packager, is now being offered to 
users of Cellophane or any other translucent 
cellulose. 


RHE MACHINE: 
This machine can be made completely automatic, 
requiring absolutely no hand labor. It takes your 
product, be it loose, free-flowing or bulk and with 
one operation makes a transparent container, fills it, 
seals it and you have a secure, tightly wrapped, 
hermetically sealed package. It does not harm 
or affect your product in any way in the process 
of packaging and enhances the appearance of 
your product considerably. 


The Spencer Automatic Cellophane Packager can 
be ‘quickly adjusted for any product for it has a 
size variation of one inch to six inches in height 
and 2'/, inches to 2°/, inches in diameter. The 
machine can be fed from either single or double 
roll. Its average output is from 1000 to 1200 
containers per hour. 
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What makes the Spencer Automatic Packager 
more unique is its savings to users. By using the 
translucent cellulose paper without waste it saves 
in paper costs. It saves hand labor by eliminating 
handwork entirely. The compactness of the ma- 
chine conserves working space. The tight, com- 
pact package the machine produces saves storage 
and shipping costs and the measuring device in- 
sures a correct weight. The saving in carton 
costs alone will more than pay for the machine. 


The cost of the Spencer Packager has been calcu- 
lated at from '/, to '/; of a cent per package. 
This includes all materials and equipment for the 
operation of the machine. The cost is negligible 
when the advantages and savings of the machine 
are considered. In fact, the machine more than 
pays for itself. 


The Spencer Packaging Machine will earn you 
a profit while it pays for itself. For better pack- 
aging, for greater economy, for ‘greater sales and 
for further information, write to” 


INTERNATIONAL 
PACKAGING MACHINE CO. 


130 NO. WELLS ST. 
CHICAGO, ILL. 


White Star Import Corp. 90. 12 St., New York City. 





























Saranac Paperboard Container Forming and 


Stapling 
or 
Handle Attaching 


Machines 


As the result of a demand for more 
inexpensive machines to produce odd 
size paperboard cartons and contain- 
ers, the Saranac Automatic Machine 
Corporation devised this semi-automa- 
tic forming and stapling or handle- 


attaching machine. 


View of Delivery Side 




















The machine forms up the container, 
attaches the handles and nests the 
containers; the previously prepared 
blanks are fed to the machine by hand, 
thereafter it operates automatically 
at the rate of 50 to 60 a minute. 
The machine is readily adaptable to 
specific production problems. We 


invite your inquiry. 


View of Feed Side 























Saranac Automatic Machine Corporation 
Package Machinery Specialists 
BENTON HARBOR, MICHIGAN, U. S. A. 
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VARIETY. 


OF LIQUIDS HANDLED ATTRACTS 
THE WALGREEN COMPANY TO 
U.S. MULTIPLE DISC DRUM FILTERS 


N the laboratories of the Walgreen 

Company, where standards of quality 
are remarkably exacting, U. S. Combi- 
nation Outfits No. 6 are being used to 
filter a wide variety of liquid pharma- 
ceuticals. Careful ex- 
perimentation has shown 
that these machines not 
only impart unsurpassed 
brilliance and clarity to 
the products handled, 
but may be changed from 
one product to another 
with surprising ease and 
speed. An inquiry will 
bring complete informa- 
tion in regard to your in- 
dividual filtering prob- 
lems. 





































BOTTLERS Eli ~ and Pack 


coy. ZIEE TERE No. Rockwell St Chicago i 
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or a sales hindrance? 


Put a finely made razor in a cheap 
paper box, and it won't harm the 
razor—but it will hurt sales. The 
Archdale is an excellent razor, 
made to sell at a quality price. The 
lustrous black Bakelite Molded case, 
with contrasting red cover, is an 
invaluable aid in impressing value 
upon the buyer, and in maintaining 
price. 

Bakelite Molded containers offer to 
manufacturers a splendid opportu- 
nity for stimulating sales and main- 
taining price levels. Bakelite Molded 
provides limitless possibilities for 
the skill and talent of the designer 


of packages or displayers. Almost 
any form is practical, and orna- 
mentation and trade-marks are re- 
produced with the utmost fidelity. 
Many attractive colors are avail- 
able, and as these are in the 
material itself, no enameling or 
lacquering is required. 

We would welcome an opportunity 
to show you some of the things 
accomplished with Bakelite Molded 
in producing better displayers, con- 
tainers and closures. Write to us 
and enlist our cooperation in 
adapting this material to your in- 
dividual needs. 


BAKELITE CORPORATION 
247 Park Avenue, New York, N.Y. Chicago Office: 635 W. 22nd Street 
BAKELITE CORP. OF CANADA, LTD., 163 Dufferin St., Toronto, Ont. 


The registered trode marks shown above distinguish moterials 
monuloctured by Bakelite Corporation. Under the capitol “B” is the 


BAKE 






LITE 


U. 5. PAT. OFF 





numerical sign for infinity, or unlemited quantity It symbolizes the infinite 
number of present and future uses of Bakelite Corporation's products. 


Archdale Razor and 
Bakelite Molded box 
Archdale Co., Inc., 60 
E. 42nd St., New York 


ls your package a sales help— 









































THE MATERIAL OF A THOUSAND USES 


FEBRUARY, 1931 29 








- 


es 


EFFICIENCY WITH 


Packaging Is a Production 
and Sales Problem 





























The Production Department says 
packages must protect the product 
... keep it in the best possible con- 
dition until it’s consumed...and 
the packaging machinery must be 
fast, economical and dependable. 


The Sales Department says packages 
must be attractive, neat, convenient 
in size and shape, capable cf effec- 
tive display . . .because those factors 
have a decided effect on sales volume. 
If the package and the machinery 
that produces it can’t satisfy both 
Production and Sales, there’s some- 
thing wrong ...and it can be cor- 
rected. 


Stokes & Smith Packaging Machines 
handle the widest imaginable variety 
of products. Our experience in sup- 
plying packaging machinery for 126 
Tatraasent . different materials may be useful to 

= you. At least, it will cost you noth- 


ends 
Sige, cs } { ing to find out... write us today. 


Te 











Beane 


The UNIVERSAL FILLING MACHINE here illustrated fills all kinds of powdered 
practically any type of container. Particularly adaptable to containers of unusual 
size or shape. Handles weights from !4 ounce to 5 Ibs., can be used to measure by 
weight or by volume. Requires only one operator. Produces 15 to 30 filled con- 


Device and in many combinations with other equipment. 





STOKES & SMITH COMPANY '| 


FRANKFORD, PHILADELPHIA, 


For Pacific Coast U S A For Europe 
MAILER SEARLES INC. : Pp e STOKES & SMITH CO., 
135 Fremont Street, San Francisco, Cal. 23 Goswell Road, London. 
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materials, even the more difficult kinds, into cans, jars, bottles, cartons, bags or © 


tainers per minute. Can also be furnished with Automatic Conveyor and Capping ~ 
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ISSUE OF 


PACKAGING 
CATALOG 














Biccer and 


better than ever is 
his year's issue of 

he packaging indus- 
rys guide book. 
here's almost a 50% 


Jincrease in material, both Me CATALOG 
‘editorial and advertising. | : ‘oS 2a he READY 


‘Between these two silver covers 

jyou'll find enough interesting ma- 

terial to last you for a year. The 

book is chock-full of packaging infor- 
mation and ideas. Complete listings of 
every product pertaining to packaging ma- 
Nterials and supplies are indexed so that 


your “Who, Where and How” may be 


readily answered. 








Ee 


You need this “enlightener”—Send for your 


~~" 

a 

= © © @ 
-|BRESKIN & CHARLTON 
|) PUBLISHING CORP. 


"111 Park Place - ° . New York, N. Y. 
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HALLER 


AUTOMATIC 

FILLING 

MACHINES 
@ 


Designed to fill any size or shape of container 
up to one gallon capacity, depending on kind, 
number and spacing of filling tubes. 14 H.P. 
Length 6 ft., 7 in. Width 3 ft.,6 inch. Height 
7 ft. 


HALLER SPECIAL GANG-FILLER 





























HALLER MODEL H. E. & H. B. HALLER MODEL R. 


4-Tube id -T Laborless t ti 

aki aly Bh eta i poe Z 6-Tube Straight Line Filling Machine fills 
s H 5 oe t : : ‘ 

lutely sanitary, easy to clean, fills uniformly, i Seaton bottles of manate Furnished 

quickly adjusted to any size bottle. Speed ; for either hand or hydraulic operation. Height 

55 to 140 containers per minute. Length 12 7 ft. 2 in. Length 10 ft. Width 30 inches 


ft. Width 444 ft. Height 6-10 ft. 14H.P. 
& = uf } | 18-Tube Automatic High-speed Rotary Can 
; Filling Machine, for soups, saucing baked 
Beans, Spaghetti, etc., into cans from 2 in. to 
334 in. diameter. Special discharge disc feeds 
directly to double seamers. Empty can con- 
veyor connects direct to intake feed. Sanitary; 
does not inject air with products filled. 120-160 
cans per minute. Length 4 ft. Width 5 ft. 
Height 6 ft. 


6-, 6-, and 9-Tube Bench or Table Type Filling 
Machine. Can be dismantled for thorough 
cleaning and reassembled with no other tools 
than human hands. 29% in. wide, 3614 in. 
long, 56 in, high. 


HALLER MODEL N. : HALLER MODEL H-S. 

















Haller Automatic filling machines are built 
for long life. Their cost of maintenance is very 
low since repairs are limited to natural wear 
and no experienced help is needed for their opera- 
tion. Besides the particular advantages of each 
machine, Haller filling machines are widely known 
for their longevity and service. 


We have other machines. 


Write us about your filling problems. 


HORIX MANUFACTURING CO. 


CORLISS STATION PITTSBURGH, PA. 
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Our New 1931 SAMPLE BOOK Now READY | 





DON’T BE WITHOUT 
THIS SAMPLE BOOK 


This new sample book contains samples 
of our entire 1931 line of box covering 
papers. It includes our RUBAIYAT, 
LYRIAT and BROMAT lines, designed for 
box makers and manufacturers who want 

distinctive box covering papers. 
Don't be without this New 
Sample Book. Send for it today. 
Use the post card below. It 
requires no stamp. 


RUBAIYAT, LYRIAT and 
BROMAT box covering papers 
are all stocked in 30-inch rolls. 
Facilities for sheeting are avail- 


able. 




















SENT FREE 
We would be pleased to rm 








MAIL 
THE CARD 
TO-DAY ii 


J 























Stocked by 


BEEKMAN PAPER AND CARD COMPANY, Inc. BRADNER SMITH & COMPANY 
333 South Desplaines Street, 


137-141 Varick Street, New York City Chicago, Illinois 


Distributed by 
STORRS & BEMENT COMPANY ZELLERBACH PAPER COMPANY 
282 Congress Street, Divisions of Crown Zellerbach Corporation 
Boston, Mass. Divisions in the principal cities on the Pacific Coast 
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0 & J Single Labeler 
and O & J Crowner 
in the plant of 
Edgar F. Hurff, 
Swedesboro, N. J. 


ABELING COSTS 497 
, CUT o 


with 2) LABELERS 


O & J Single Labelers have cut the labeling costs of one promi- 
nent manufacturer 49%. This represents an actual saving of 
$1390 a year for each machine, and at the same time pro- 
duces a neater and more attractive package. 


If you would like to see the Engineering Audit, containing the 
facts and figures on the operation of this plant, our repre- 
sentative has a copy which he will gladly go over with you 
in detail. 


Other audits also have been prepared of plants using various 
sizes and types of labeling machines, and the results that they 
are obtaining. You place yourself under no obligation by 
having our representative call and show you how others have 
produced a better package at a substantial saving. 


Edgar F. Hurff, catsup packer of 
Swedesboro, New Jersey, is put- 
ting out a large part of his pack 
in glass. 8 ounce and 14 ounce 
octagonal bottles are being used. 


An O &J Single Labeler is being 


~ <l 
used to affix body and neck labels 
to the bottles. The labels are cen- q 8 . L N G 
tered, automatically, on one of the 
panels. 
Crownsareused toclose the bottles, M AC a N rc 
and an O & J Crowner is synchro- & a 


nized with the labeling machine to 
produce 70 bottles a minute. 60 Ellsworth Street, Worcester, Mass. 


Division of 
THE LIQUID CARBONIC CORPORATION 
3100 South Kedzie Avenue, Chicago, Illinois 
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11S 
BETTER 
PACKED 
IN TEN" 


SYMBOL OF QUALITY 
AND SERVICE 
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SPECIALIZING 
in packaging to Sell 


N this age of specialization, 
I it will be decidedly to your 
advantage to let Continental 
assist you with your packaging 
problems. 

Continental’s specialists in 
package design offer you a ser- 
vice that has for years played 
an important part in many of 


Executive Offices: NEW YORK: 100 East 42nd St. 





the country’s outstanding mer- 
chandising successes. 

If you would like suggestions 
for modernizing your old pack- 
ages or perhaps creative ideas 
for an entirely new one, you 
may, without obligation, have 
the help of these experienced 
specialists in packaging to sell. 


<C> Conmnentat Can Company Inc. 


CHICAGO: 111 West Washington St. 


SAN FRANCISCO: 155 Montgomery St. 
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Volume Four 
Number Six 


Unostentatious but striking are the 
changes being made in the packaging 
of new products of the Lesquendieu 
French line of cosmetics. Always 
abreast of what is new and smart, 
their latest addition, aside from its 
attractive appearance, leaves room 
for thought as to what can be ex- 
pected from this company in the near 
future from the packaging angle. 

Black and red, hues that are uni- 
versally in favor at the present time, 
and are concurrently part of the 
color scheme of the regular Les- 
quendieu line, are the colors used in 
the new jar—the bottom a solid 
black, the closure red with a leaf 
motif. 

As the illustration shows, the Al- 
mond Cream jar at the upper right 
dominates and, we might say with 
truth, overshadows the other pack- 
aged products from this house, though, in themselves, 
they are far from unprepossessing. However, due to the 
introduction of a new product, one which the company 
feels is unusually charming and interesting, it was felt 
that sufficient difference should be displayed in order to 
instantly focus attention on the new product and in- 
spire buying interest. This, in a measure, had been 
accomplished with their rouge, which comes in a small 
black bakelite container and is illustrated at lower 
right. 

This container as well as the new jar bear no family 
resemblance whatsoever to the regular Lesquendieu 
line but the theory which prompted the company to 





Packaging—the Keynote 
of a WellKnown Line 


By Ann Di Pace 





E. H. Rehnquist 


design these along totally different lines is quite worth 
consideration and mention. 

As is well known, the manufacture of containers of 
molded plastics is not in the long run an expensive 
production, for experiments have proved that by their 
very beauty and sales incentive, the extra expenditure 
for such containers has been justified. The Lesquen- 
dieu company, though cognizant of this fact, felt that 
a complete restyling of the entire line would be an 
unjustified move insofar as the present packaging 
methods were totally adequate for these types of 
products. Wisely, however, they did feel that an addi- 


tional decorative note, a touch (Concluded on page 78) 
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We would like to generalize for the benefit of those © 
few whose uplifted brows are the bane of our publishing 
existence. And because of this, we cannot resist E 
repeating, whatever the means, however one might 7 
dispute, the package has its permanent, definite place : 
in the world of business affairs, even for those whose 8 
cries are the most lamentable, even though its position § 
is more entrenched in some instances than in others. | 
He who will not see is blind from choice, not com- © 
pulsory forces. The conservative, the most retrench- 7 
ing executive—that lion whose infuriated roar was © 
heard frequently in the days when new merchandising 
methods, new theories were first in evidence—cannot 7 
but admit that there are times when packaging is a © 
means to an end. 

Very few products during this age do not lend them- 
selves to individual packaging for all year round use, 
yet these very same articles can call forth that addi- 
tional sales stimulus through the employment on speci- 
fic occasions of an unusual and attractive package. 
We grant this is an old story. But one must use, often- © 

» times, a blunt weapon to drive home an important © 
point. It is not our aim to resort to any forceful © 3 
measure to gain our argument but repetition possibly 
may have its effect. 

Shoes and stockings are articles which would not 
tempt a purchaser to buy a second time, despite the 
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Packaging Methods for Special Occasions bg 


fec 
be 
fe of 
beautiful packages they might come in, if they were not ac 
& suitable, if they did not keep their color or lasted buta == — or 
{ short time. This argument is, perhaps, far-fetched but § se’ 
actually it is possible to develop sales incentives for | le; 
certain articles that are suitable as gifts for numerous [7 te 
occasions. There are the seasonable holidays, birth- bi 
days, anniversaries, Mother’s Day, poor Father’s Day, Be of 
showers and such when practical gifts may be offered. fk Se 
Why not make a gift that is more than practical, one 
which is decorative, lasting? Even for such as these, a Ww 
there are methods, two of which are illustrated on this ~~ t! 
page. Originality, foresight, appreciation and under- ' fi 
standing were all shown in the packages from these a 
two houses. ¥ “ 
I. Miller & Sons, one of the leading manufacturers 7 d 
of footwear and accessories in the country, and Peck t 


and Peck, equally as well-known for their hosiery and 
knitted wear, literally took by storm the eager as 
well as wearied shoppers during the past Christmas 
season by designing for the occasion special gift pack- 
ages whose characteristics deliberately ensnared the 
practical and the imaginative purchaser. 

The Miller boxes were designed basically from a §| 
utility standpoint, and loud and strong are our enthusi- =~ 1 
astic praises in favor of their (Concluded on page 76) © 
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~ Borrowing From Nature 


For Candy Box Design 


New names, indicative of quality, with even a little 
originality, have been infrequently found in the con- 
fectionery field in recent years. Most candies have 
been named to influence the purchaser at the moment 
of buying contact. Some have had the idea of char- 
acter appeal by the adoption of rather high sounding 
or fanciful names. The list of names purporting a 
selection of the manufacturer’s various kinds are almost 
legion. With this as a background, it becomes in- 
teresting to note that there was not only originality 
but a true sense of fitness in the selection of three names 
of flowers to identify candies at three prices by the 
same maker. 

When this successful maker of sweets had determined 
upon the price range and the names of the flowers 
that were to convey the thought of richness and re- 
finement, it became a correlated duty to choose pack- 
ages that accentuated the flower idea. Color, ob- 
viously, would differentiate between the three prices 
determined upon but it required more than mere color 
to convey the message of the goodness of the candies. 

The Orchid Chocolates, priced at two dollars the 
pound, required for the package the most exacting 
treatment. Marketing a new candy at that price late 
in 1930 was an undertaking that required utmost 
attention to all details of advertising, sales planning, 
etc. Orchid became the keynote of the campaign. 
These chocolates are of the miniature kind—averaging 
nearly a hundred pieces per pound. To show them to 
advantage in the opened box, to pack them so they 
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would carry without undue handling damage were all 
details worked out in cooperation with the box maker. 
Finally, the octagonal box of three layers or trays was 
adopted. Each tray individually is a work of art and 
when the box is packed it presents an appearance un- 
paralleled in dignity and richness. Orchid cellusuede 
is deepened in tone by the edging of a flat plate paper 
of a deep heliotrope shade. The stamping is in gold 
leaf. The ribbon, a changeable satin, shimmers to a 
deep green from the purple base and each tray has a 
loop of harmonizing lavender ribbon. The name 
“Orchid” in a bold script is the handwriting of its 
creator. 


Gardenia Chocolates, like their floral namesake, 
have a delicacy of flavor all their own. The coating 
of an especially blended chocolate is generously applied 
and while the pieces are somewhat larger than those of 
the Orchid package, they are tiny as compared with the 
candies bought at the popular priced stores. In 
choosing the paper covering for the Gardenia package, 
great care was exercised to avoid a flat white. It 
had to be creamy—that elusive tone or tint that makes 
the gardenia the exquisite flower it is. This tone was 
made available through the cooperation of the mill 
making cellusuede and in combination with the light gold 
of the beading and stamping, it makes a most attractive 
A single tray, resting on a three-section 


covering. 

divider, was all that was required, the company found, 

to fit the box for its contents. (Concluded on page 62.) 
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Designing a container in 
keeping with the character of 
other products from the same 
house is a necessary and rec- 
ognized merchandising factor. 
Designing this same container 
for an utterly different prod- 
uct, although connected by 
what might be termed family 
association, is a problem re- 
quiring utmost artistry, appreciation and understand- 
ing, particularly when a line has been definitely stamped 
as a style output. 

In designing the bottle for the new Cold Water 
Soap, recently produced by Van Raalte, great pains 
was taken to achieve and uphold the reputation of 
smartness this company has built for itself in its 
hosiery, lingerie and glove lines. 

This cold water soap is the result of a demand to 
meet special conditions necessary to the safe wash- 
ing of silk and rayon fabrics which do not benefit 
from washing in hot water. It is very soft but very 
concentrated and only a small quantity is necessary 
to complete the solution that will easily remove the 
soil. Because it sets the dye in both silk and rayon, 
a problem which was difficult to overcome previously, 
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Color and Design 
Make Effective 


Packaged Product 


it is claimed by the company that any knitted silk 
or rayon fabric is given longer life as it preserves the 
surface and protects the fibres. 

The glass bottle for this product was specially de- 
signed for easy handling. The neck is wide enough to 
allow free passage of the liquid without shaking, with 
the lip so shaped as to prevent it from dripping and 
streaking the bottle. As the illustration shows, it is 
a bevel type bottle, the shoulders raised and the 
corners removed. This bevel effect is increased by the 
shape of the mold in which it is blown, leaving the glass 
thicker in some places than in others. The closure, 
octagon in shape, is made of black Durez, with a con- 
tour top, sealing it to the neck tightly. It is fitted 
with a waxed cork liner, treated to withstand the 
chemical action of the soap, preventing the dropping 
of scraps into the liquid and spoiling the appearance of 
the product. For eye appeal the liquid was colored 
green and seen through the clear beveled glass of the 
bottle, topped by the rich black closure, the entire 
assembly attains a jewel-like quality. 

The smart severity of the bottle is given added style 
appeal by the modern character of the label. Brown, 
black and white is the color scheme employed, a 
combination that is truly effective, and set against the 
green background of the soap, reflects a tremendous 
carrying power. A modernistic flower in a fine out- 
line of brown as a decorative motif against a black 
ground adds a sufficiently 
dainty touch of refinement that 
contrasts most favorably with 
the bold white lettering against 
the black, and is accentuated by 
the broad white band at the top 
margin of the label. Here the 
lettering is reversed—black in- 
stead of white—and given a 
finishing touch by the use of a 
distinctive large, round brown 
dot. The label occupies about 
two-thirds of the face of the 
bottle, the top third being 
left clear, an arrangement that 
materially aids in completing 
the effective appearance. 

In order to insure consistent display in all depart- 
ment stores and specialty shops, a display container 
has been designed in a double tier pattern for counter 
use which repeats the design on the bottle, its message 
and price. This container is lithographed in silver 
and two other colors on a patent coated board. The 
display carries the convincing slogan—‘‘Because you 
like nice things—to last.” 

This soap is packaged to the trade in cartons of 
24 bottles, and as it is an entirely new departure 
in soap manufacture, every effort is being made 
by the company to accord consistent and effective 
helps in its merchandising. Up to the present, in 
the limited time it has been displayed, the reception 
has been appreciative and enthusiastic. 
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Packages 
in the 


Spotlight 





Right. New candy bar wrapped in 
transparent cellulose, lithographed in yellow, 
blue and red. By Bunte Bros. Gold 
covered package in match pack form with 
20 individual lipsticks. From Albert Pick- 
Barth Co., Inc.’ Blue and green package 
for new menthol-cooled pipe tobacco. By 
Axton Fisher Tobacco Co. Black, silver and 
blue box in vanity case form for new Vantine 
incense. Finger-waving lotion with mod- 
ernistic label design in black, orange and 
yellow, effective against green liquid. By 
Nestle-Le Mur Co. New prepared spa- 
ghetti dinner with label in royal blue and 
white lettering. By Isleton Canning Co. 











Left, reading from left to right. Black and 
silver modernistic box for decorative match 
packs used for party purposes. By Colgate 
Studios. Box of writing paper in silver and 
two tones of blue. From Eaton, Crane & 
Pike Company. New Daggett & Ramsdell com- 
bination package, employing silver Artcote 
papers throughout. “Du Barry’ bath salts from 
Richard Hudnut in beautifully designed bottle, 
wrapped in transparent cellulose, decorated with 
ribbon in the ForeignLegioncolors. New pack- 
age for absorbent cotton keeps cotton clean and 
untouched by pulling out as much as is needed 
through flap at end. By United Drug Company. 
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JUST A FEW OF GOBEL’S 
PRODUCTS, SHOWING 
TYPES OF CONTAINERS, 
DISPLAYS, WRAPPERS AND 
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LABELS 


For almost forty years the seal of Gobel has been 


tical application and will be continued until the plan 


ES) 
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the standard of quality in food products. From a_ extends to the entire group of Gobel labels. To quote lak 
Brooklyn butcher shop to a fifty million dollar cor- H. E. Rounds,* director of sales for the company, FF Gc 
poration with its distribution of branded meat products ‘‘too often in the past manufacturers with products B of 
throughout the metropolitan New York area, the East sold over the counter in tins or glass have considered a 
and the Middle West, is the story, in brief, of the growth their labels as just another step in the advertising A a 
of Adolf Gobel, Inc. campaign—one more way of forcing brand identifica~- ~ sa 
To the package enthusiast, the policies and practices tion. We believe now that this is a mistake. me 
that pertain to the packaging work done by the com- “After the study of this matter of labels recently wi 
pany are of interest not only because of the diversity made as part of an extensive marketing survey by the ag 
which is required in order to prepare the many products sales executives of Adolf Gobel, Inc., for thirty-one ou 
for distribution but also because of certain original years makers of prepared and cooked meats, we be- sa 
ideas pursued by the company that indirectly concern came convinced that it is a mistake to think of our th 
themselves with packages. Among the latter may be labels as advertising matter, pure and simple. So we ev 
mentioned the recent advertising campaign conducted decided on a radical change. We asked our advertis- 
by the company which advocated, as a feature of the ing agency to redesign the entire group of Gobel labels. ca 
copy, the return of beer, also including illustrations of That revision now is in process. When completed in 
the various types of packages used by the company. _ this will be the result: A 
There was, as might be expected, some reaction to this, “Labels which gave at least 75 per cent of their em- tv 
but the fact remains that, regardless of what is said phasis to the word ‘Gobel’ and only 25 per cent to the B: 
about prohibition being a controversial issue, the public actual name of the contents of the package, will now tk 
to whom these advertisements were addressed is over- reverse the proportion and give the product more sa 
whelmingly wet and it seemed to feel there was a legiti- display. For example, where once we featured al 
mate story in the Gobel campaign. ‘Gobel’ on a glass jar of skinless frankfurters, we will cc 
Interesting, too, is the opinion of the company with now give typographical emphasis to the frankfurters. 
respect to labels—a revision in label design which has ee ee ee ee b 
already been carried out to a limited extent in its prac- ished in the Sept. 11, 1930, issue of Printers’ Ink. ce 
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Line of Meat Products 


Edward Thompson 


‘In the new design of our entire line of 
labels, we have subordinated the name 
Gobel, but not to the point of obscurity, 
of course. 

“The manufacturer who has built up 
a reputation should never, we believe, 
sacrifice prestige for the sake of im- 
mediate sales. In the long run, prestige 
will be worth more than a sales man- 
ager’s record. However, we think that 
our new labels happily combine vivid 
salability and at the same time retain 
the confidence-building identification 
evoked by an old and responsible name.”’ 

The foregoing should suffice to indi- 
cate the importance with which packag- 
ing is regarded in the Gobel organization. 
A visit to the plants—of which there are 
two, one in Manhattan and the other in 
Brooklyn—substantiates this and shows 
that each package is prepared with the 
same thoroughness that characterizes 
all of the production operations of the 
company. 

A list of all of the products prepared 
by the Gobel company includes every 
conceivable type (Continued on page 58) 
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WRAPPING AND PACKING 
SLICED BACON. THIS DE- 
PARTMENT IMMEDIATELY 
ADJOINS REFRIGERATION 
ROOMS SO THAT PROD- 
UCTS ARE TAKEN FROM 
COLD TEMPERATURE, PUT 
THROUGH SLICERS AND 
FED BY STEEL BELTS TO 
PACKERS 


IN THE CANNING DE- 
PARTMENT WHERE PROD- 
UCTS ARE PACKED IN TIN 
CANS AND GLASS JARS 
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New Packages 


for Bond Paper 


MODERN PACKAGING 


THESE ‘’VOLUMES” PRO- 
VIDE CONVENIENT 
AND ATTRACTIVE 
CONTAINERS FOR 
BOND PAPER 


The urge for ‘‘a place for everything”—this time as 
a convenient means for keeping a handy supply of 
writing paper—has again been met in the new deluxe 
“volume” cartons for parchment bond paper. The 
accompanying illustration shows three of the volumes 
which incorporate original carton designs that furnish 
rapid and convenient means of packing the contents 
as well as maintaining the octavo volume appearance 
of the containers themselves. 

Each of the packages shown is of a different color 
and each is a different size. Two are used for 8'/. x 11 
in. bond sheets—500 and 250 sheets—and are available 
in the following color combinations: light and dark 
green, light and dark maroon and light and dark blue. 
The third (right) is a 500-sheet container for half-sheets 
(size 8'/. in. x 5'/, in.) and is available in the same 
color combinations. 

It is obvious that these containers present an at- 
tractive display in the retail store, in counter or display 
window. It is likewise true that they have a certain 
desirable sales appeal in the fact that the attractive 
designs fit in with the well-appointed office, home library 
or any other place where a stock of bond paper should 
be readily available. Placed on a desk, in a book 
rack or in a book case, its appearance does not sound 
a false note in the surroundings. It is a desirable and 
convenient means of packaging bond paper from the 
standpoint of appearance as well as utility. 

The bond paper—KVP Parchment Bond—is manu- 
factured by the Kalamazoo Vegetable Parchment 
Company; art work and engravings were produced by 
The Crescent Engraving Company and the cartons 
printed by The Sutherland Paper Company. 











CREATIVE ABILITY 
THAT PRODUCES SALES 


Balance your books with IDEAS. In manufacturing 
or selling, external forces which affect every busi- 
ness bring a flow of emergencies that can only be 
met with new ideas. The pressure of economic 
trends, new discoveries and style changes make 
ideas a necessity for business leadership. As con- 
sultants and designers we offer you that vital but 
invisible asset to business vitality—creative re- 
sourcefulness and the outside viewpoint resulting 
in more desirable merchandise for the consumer 
and increased sales for the manufacturer—the 
logical result of improved commodities. 


The Package Design Corporation is an organiza- 
tion of specialists equipped and qualified by past 
experience to serve its clients in a creative or ad- 
visory capacity in various ways from the concep- 
tion of a name, style, trade mark, package de- 
sign, product design, package analysis, color 
counsel, style trends, method of packaging, phys- 
ical construction of packages and styling of an 
entire line or single product for retail sale, in- 
cluding merchandising and display counsel when 
related to our basic service. We do no manu- 
facturing. Our ideas and opinions are unbiased. 


We design packages and style products for re- 
production in all materials including moulded 
plastics such as Bakelite, Durez, Beetle, Luma- 
rith, ete., glass (hand or machine blown), metal 
(die stamp, moulded or extruded), wood, trans- 
parent cellulose, and paper including printed or 
lithographed cartons, tight or loose wraps, set-up 
boxes for modern machine production or bench 
work, 
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PACKAGE DESIGN CORPORATION, 8 MURRAY ST., NEW YORK 
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Departure 
Marks Packaging of New Cosmetic 
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When Margaret Lane, Inc., decided to bring out a 
new facial cream, one which had decided unusual quali- 
ties, the problem which confronted them was to package 
this product uniquely and characteristically in order 
to tie up with the claims made for the product itself 
as well as to dispel any doubts as to its merits. 

The ingredients of the product being of a rejuvenat- 
ing nature, the first step in its styling was to interpret 
these qualities in a suitable name and in a package 
that would subtly express this benefit. For both was 
this accomplished most satisfactorily. The name— 
Bene-Facial—denotes by its very implication the 
quality of the cosmetic and possesses at the same time a 
high memory value. The material used in the manu- 
facture of the tube materially aids in this association 
as it is original, fresh looking and clear. 

The material, a new product on the market as yet 
unnamed, is transparent and has the additional advan- 
tageous feature of being unbreakable. Bene-Facial, as 
the illustration shows, comes in tube form and because 
of the transparency of the material makes for con- 
venience in use, permitting the consumer always to 
have in her mind’s eye the amount of cream remaining 
in the tube. And despite continual usage, the tube 
permanently retains its new and fresh-looking ap- 
pearance, returning to its original shape after the cream 
has been squeezed out. 

The tube, itself, is decorative enough for a dressing- 
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table adornment, coming in six dainty color combina- 
tions—yellow, rose, orchid, ivory, green and blue. 
Each of these colors form a striking background, with 
the high lustre and sheen of the material, for the 
black modernistic lettering, black octagon-shaped 
molded plastic closure and black metal seal at the 
bottom of the tube. The effect of the entire ensemble 
is one of brilliancy and smartness. Cleverly inter- 
preted by the designers of the package was the objec- 
tive for which the company worked. 

The outside carton has been executed as smartly as 
the tube itself. The color, a shade of powder blue has 
as contrast streamers of irregular, wavy lines of blue 
tinted white, denoting the artist’s conception of the 
creaminess of the cosmetic. Its only other decorative 
note is a band of geometric leaves at the bottom and the 
extremely modern lettering of the name. 

The latter, due to the simplicity of the tube, resting 
as it does on color for appeal, dominates the tube to a 
large extent because of its unusuality, the letter “f” 
particularly registering most definitely in the con- 
sumer’s mind. 

Bene-Facial is also packed in attractive jars, in the 
same variety of colors as the tubes. 

Striking beyond words are built-up window and 
counter displays of these packages and the most 
unique effects can be obtained through the use of their 
colors alone. 
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“Faint We are always interested in package 
Heart - -’’ changes, the motives which lie behind 

an attempt to improve containers or 
any part of the package assembly, the actual steps 
taken and the results obtained thereby. It seems to us 
that the several examples to be found present an inter- 
esting study that is properly a part of distribution, 
that factor which concerns itself with the movement 
of goods from manufacturer to consumer. When a 
manufacturer announces his intention to change his 
package, or for that matter boldly presents the new 
design to an unsuspecting public, we may be sure that 
he is doing so with but one main thought—that of 
improving sales. Personal vanity, a desire to lessen 
competition and other minor reasons may contribute to 
his decision to change, but a wish for increased distribu- 
tion remains the dominant motive. The production 
department may be resistant, passive or enthusiastic 
toward the change, depending on how its operations 
wili be effected. But the sales department, who must 
provide the channels for the plant output, seizes 
eagerly upon any plan that offers greater consumption 
of the factory production. 

A change in any element of a package necessitates 
expenditure. In its simplest form such expense may 
include the cost of a new design, material or equip- 
ment—individually or a combination of all three 
items. Carried out on a larger scale, an elaborate 
change will require a proportionately greater expendi- 
ture but one which will or should be justified by the 
expected increase in sales. 

Often a manufacturer asks, ‘‘When should I change 
my package?”’ A reply to this question can only be 
made when certain facts regarding the merchandise are 
available. For instance, it is obvious that more radical 
and frequent changes in packages are desirable when the 
contained merchandise belongs to a group of highly 
competitive goods. It would seem that sales foresight 
and judgment can best answer such a query, granting 
of course that our basic reason for a change in the 
package is to beget sales. 

In the foregoing we have attempted to build up a 
case for a package change—if, indeed, any be needed. 
Having reached the point where a decision is made for 
such an improvement, an estimate of the cost is in order 
and this includes—as noted above—so much for the 
design, so much for materials and so much for the 
other production costs. Perhaps included in this is the 
expense occasioned by the conferences preliminary 
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Editorially Speaking 





to the decision; perhaps this is taken up under that 


mysterious listing ‘‘overhead.’’ In any event there is 
a definite cost, all of which may or may not appear on 
the books as allocated to package expense. A certain 
amount has been spent. 

We purchase machinery, materials and labor with the 
expectation that each of these will return a fixed ratio 
or deliver a certain production. If we buy more ex- 
pensive machinery or materials or pay more for our 
labor it is with the expectation that we will profit 
proportionately, and on this basis we are willing to 
make the increased expenditures. Our package change, 
and the expenditure involved thereby, is made because 
of a desire to increase sales; the new package will return 
a profit beyond that of the old, or should be expected 
to. Is it unreasonable to believe that, up to a certain 
limit, if a greater amount is spent on a new package a 
higher return may be anticipated? 

Such a thought is inspired by a tendency to question 
a recent change that has been made in a package con- 
taining a well-advertised drug product. In this in- 
stance the bottle has been improved and, for con- 
venience, the size of the opening is restricted, enabling 
the user to remove a few drops of the liquid easier than 
with a full opening, as previously. A colored, molded 
plastic screw cap has been substituted for the old 
closure. So far so good, we would say; the improve- 
ments are in accordance with those that have been 
made for other products and have proved successful. 
However, in the lettering which appears on the label 
and the exposed surfaces of the carton, while some 
improvement is noticeable, it is apparent that the 
change has been one of caution and, being such, falls 
somewhat short of accomplishing the intention of at- 
taining a modern design, or one in keeping with the 
rest of the package assembly. True, a more modern 
type has been adopted and there is less reading matter 
on the new, but greater contrast could have been at- 
tained and with the addition of color the result would 
have been, we think, more attractive. As we under- 
stand it, the change was made even though the product 
is a comparatively new one and its sales up to the time 
of the adoption of the new design were quite successful. 
With the new package an improvement over the old, it 
is reasonable to assume that sales will increase. But 
in the analysis we have just made, and considering the 
theory of package change expense, we may well ask 

if further sales would not be forthcoming had the com- 
plete modernization of the old package been carried out. 
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Sounds Like ‘The battle of business for 1931 
Pa ck ages will be fought in the show windows 
of America’s retail stores. 

“The manufacturer who wins position for attractive 
display of his merchandise—whether it be on the 
counter or in the show window—will win in 1931. 

‘Never in the history of American business will the 
type of display at the point of purchase count so much 
for America’s leading merchandisers as it will in 1931.” 

The above statements were made recently by Herman 
A. Groth, vice-president and treasurer of the Wm. H. 
Rankin Company, Chicago. We doubt if anyone 
could have said anything at this time that can apply 
more aptly to the potential sale of retail merchandise. 
And not once does Mr. Groth mention packages by 
name. But try to figure any display on store shelves, 
counters or windows without packages. 

To paraphrase: Now is the time for all good packages 
to come to the aid of business. If you haven’t a pack- 
age, get one, get a good one and then improve it. 
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We are glad of the oppor- 
tunity to present further 
thoughts on the coordination of 
package design and package production, and publish on 
page 64 of this issue a letter from Edward Sheehy, Jr., 
in which he amplifies several of the points brought out 
by Francis Chilson in his article, ‘“The Factory Manager 
Looks at Package Design,’’ which appeared in the 
December, 1930, number. 

Mr. Sheehy says, ‘“There should be some happy 
middle ground combining the greatest beauty with the 
greatest utility,’’ while Mr. Chilson states that “‘tech- 
nical men (meaning production men) may not know the 
difference between a beautiful package and an ugly one, 
but they do know whether a given package can be pro- 
duced economically and without damage on the equip- 
ment they have and, also, whether it can be produced 
on any standard equipment.’ Both opinions are in 
effect the same although differently expressed, of 
course. 

Having thus heard from two production gentlemen 
on the subject, we believe it is quite in order that ex- 
pressions be now presented in this matter of design and 
production coordination from the viewpoint of the de- 
signer or the instigator of designs. Not that we expect 
such opinions will vary to a great extent, for we believe 
that it is generally agreed that both parties are aware 
of each others’ province and are considerate of the 
same. At least such a mutual understanding is be- 
coming a rule, if we accept the conditions that have 
applied in the preparation and production of really suc- 
cessful packages. 

As before stated, the latch-string is out, and MODERN 
PACKAGING continues to welcome intelligent discussion 
on such subjects. 


Further Production 
Viewpoint 


A Blunder in 


Price Fixing 


On January 29 the Capper-Kelly 
resale price bill passed the House but 
was, according to the opinion of 
many of its backers, so loaded down with amendments 
as to render it practically inoperative. Representative 
Kelly is hopeful that the bill will be perfected in the 
Senate although other proponents who were disap- 
pointed with the structure of the measure as passed are 
less optimistic. The bill, after its passage, virtually 
precluded by its own terms the exact thing it was in- 
tended to do; that is, to allow producers of standard 
branded or trade-mark commodities to fix and control 
the retail sales price of their products by contracts with 
the jobbers and retailers. 

Eleven amendments were submitted to the bill but 
the one which rendered it inoperative in relation to the 
so-called ‘‘necessities of life,” according to its backers, 
was the adopted proposal of Representative McSwain 
of South Carolina. This amendment provides that no 
contract allowed under the bill shall authorize any pro- 
ducer, manufacturer or packer to give a trade name or 
trade mark to meats and meat products, flour or flour 
products, agricultural implements, tools, canned fruits, 
vegetables, clothing, shoes and hats. 

We understand that the passage of the bill occasioned 
considerable excitement. According to one report, 
“Party lines were swept aside, blocs were divided, indi- 
vidual members admittedly confused, and before the 
day was over the House was in an uproar such as has 
not been seen since the present session started in 


December.” 
In the December issue of MODERN PACKAGING we 
wrote, anent the Capper-Kelly Bill, “. .. We can ex- 


pect more interested action on the part of the legisla- 
ture than that which has characterized similar attempts 
in the past and, let us hope, a constructive plan that 
will obtain a successful result.”” While there seems to 
be little doubt that the “interested action”’ was present, 
it was far from being intelligent or well-guided action 
and savors of a free-for-all in which neither side was 
served or, as a matter of fact, given an equable hearing. 
In effect, a farce was made of much of the serious work 
and thinking that preceded the presenting and dis- 
cussion of the bill. 


Ke ouhen. 
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The success of any smartly packaged line un- 
fortunately, or fortunately, as you will, fails to offer a 
resting place for a designer in these days of constant 
search for newness, for expression and for the one 
jump ahead of a competitor. The result of this is the 
presentation by the Eaton, Crane & Pike Company of 
an entirely different group of social stationery for 
spring sales which follows close on the heels of the 
striking examples brought out late in 1930 and which 
were shown in one of the issues of MODERN PACKAGING. 

Through the employment of unusual cover papers 
and carefully selected colors, a group of boxes has been 
originated which, comprising eight in all, offers the 
consumer a selection modern and modish to the ex- 
treme. Each makes an appeal through a choice of 
colors unique in their hues and a simplicity almost 
unparalleled. 

Two of these packages, in midnight blue and in deep 
emerald, one illustrated at upper right, cleverly carry 
the paper contents in a pocket in the cover, while the 
envelopes are tied with two matching colored ribbons 
in the base of the box. The top margin of the paper 
carries out in two narrow bands the color scheme of the 
boxes, green and gold and blue and gold, respectively. 

Another box, shown at upper left, employs the re- 
strained but striking use of black with deep red orange 
in an upright container that holds the paper and en- 
velopes on edge, lending height to the package which is 
emphasized by building upward from a projecting 
black base through a series of orange panels. The self- 


: O l e f U N N e if S O [ same color scheme is followed in the colored rules at the 


top of the paper with the addition of a third rule in 


silver to harmonize with the half-size metal paper 
1931 Packages for saauen 


Three of these items owe their appeal to a heavily 

; . embossed, hammered design cover paper in deep rich 
S O * | ‘e | S t a {| O N e if Y colors. Of these, two, illustrated at lower right and 
left of the photograph, are small portfolios combining 

silver metal paper with deep blue and gold metal paper 

with brilliant orange. There is no other embellishment 

than the simplicity of the paper coverings themselves. 

The third of this group, reproduced in the center of the 

illustration, is a long narrow box employing a combina- 

tion of tan shades with a gold title and solid color edges 

and relying for sparkle on three (Concluded on page 78) 
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The Movement 


to Suppress Design Piracy 


All unsuspected of its deeper 
meaning, there dawned in the 
United States, in the closing 
months of 1930, a new era of 
voluntary or enforced deference — 


Piracy of original designs in the 
last few years has 
widespread, it constitutes a blot 
on the integrity of American 


By Waldon Fawcett 


and the progress, deliberate as it 
has been. But, up to this time, 
the whole attack upon the evils 
of design piracy has been along 
one line. And, if you please, in 
the nature of a flank maneuver. 


become sO 


to original designs in industry 
that must, ultimately, hold deep 
and lasting benefit for the cause 
of packaging to sell. If the new 
turn of events has escaped the 
notice of package users almost as 
completely as it has evaded the 
attention of the lay public, the 


business ethics Some progress 
toward its suppression has been 
made and in recent months a 
concentrated movement, embrac- 
ing institutions and organizations 
in the highest strata of artistic and 
business circles has been afoot 
for the purpose of uprooting and 


A persistent and most laudable 
attempt has been made, with 
success that is only partial at 
this writing, to induce the Con- 
gress of the United States to en- 
act a law which would afford 
more complete protection for 
original designs, including sur- 


explanation is to be found not in 
the comparative obscurity of the 
new development but in the 
subtle nature of its departure 
from past activities in the same 
general quarter. 

Frankly, this new movement 
for design integrity and recog- 
nition approaches, from a new or different angle, a prob- 
lem that has nagged ambitious industry, and the pack- 
aging industry along with the rest, for some years past. 
During the past score of years or more there has been a 
mounting sentiment in American business circles to the 
effect that if industrial ingenuity is to be established, if 
the earned rewards of enterprise are to be enjoyed, if 
reputation for quality in commodities is to be sustained, 
some effective means must be found to protect against 
imitation and abuse the original ornamental designs 
that give individuality to distinctive efforts in manu- 
facture. Realizing the need, industry bestirred itself to 
find a remedy. But, rather slowly, because the de- 
velopment of the art industries in the United States and 
the unfolding of the higher possibilities of artistic pack- 
aging have been of comparatively recent growth. 

Thanks be, at that, for the beginning which was made 


Fawcett. 


correcting this evil. 
service to and influence on pack- 
age users is discussed in this article 
most comprehensively by Mr. 


face designs, embodied in or ap- 
plied to articles of manufacture. 
There is no need to occupy space 
here to tell the long-continued 
story of the legislative measure 
properly known as the Vestal 
Bill. The history and scope of 
the project has been retailed at length in past numbers 
of MopeRN PacKAGING. Suffice to say, in passing, 
that this statute-to-be, as it passed the U. S. House of 
Representatives, would provide better, cheaper and 
more promptly available means for the protection of 
designs by abolishing the nation’s present design patent 
system and setting up, in its stead, a new annex of the 
copyright system especially for designs. * 

All hail and all glory to this vindication for designs, if 
and when it comes. Human nature being what it is, 
with the fatal taint of greed and selfishness, it is impos- 
sible to conceive of a millenium of universal respect for 
private property in designs that is not backed by a 
national law with teeth in it. Indeed, it is no secret 
that France, today, owes her preeminence in the art in- 
dustries to her wisdom and foresight in providing pro- 
tection as complete as possible for original designs. 


Its ultimate 
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But important as are legal bulwarks for designs, this is 
not all there is to the new concept of designs as valuable, 
if intangible, assets of industry and distribution. It is 
the other horn of a two-pronged dilemma that is 
grasped by the movement that now catches the eye. 


The current movement is denominated “‘a movement 
to suppress design piracy.’’ Perhaps it is thus charac- 
terized because that phrase follows the official title of a 
league which has lately been organized for the indi- 
cated purpose. Even so, the definition is not as specific 
as it might be. The crusade to convert Congress to 
design registration might, with truth, be denominated 
a movement to suppress design piracy. If we split 
hairs, we will ignore the factor of support for the Vestal 
Bill and consider the new movement in its larger aspect 
as an effort to bring about voluntary concerted action 
among all reputable and conscientious users of original 
designs to the end that, by moral force if not by legal 
compulsion, there may be created a golden-rule, live- 
and-let-live, tradition of mutual respect for exclusive 
designs. Theft of designs there may always be, just as 
sordid burglary may ever continue as a social evil. But, 
in its higher ideals, this significant new movement aims 
at a condition of composite conscience in industry 
whereby competitors ‘will not only keep hands off one 
anothers’ design property but will actually join hands 
to ostracize and punish the black sheep of the flock who 
shamelessly raid preempted designs with malice afore- 
thought. 

The best news in the tidings of the new movement is 
found in the standing and commodity range of the 
forces that have rallied to its banner. First to be con- 
sidered are the forces of creative industry. Actively 
working with the League for the Suppression of Design 
Piracy are the national trade and class organizations 
which severally muster most of the prominent users of 
original designs in the respective fields. Among the 
bodies cooperating via the League Council are the 
American Institute of Graphic Arts, Allied Wall Paper 
Industry, Artistic Lighting Equipment Association of 
America, Associated Dress Industries of America, Em- 
broidery Manufacturers Association, Fur Fashion 
Guild, Institute of Carpet Manufacturers, Jewelry 
Crafts Association, National Association of Furniture 
Manufacturers, National Association of Textile Dyers 

and Finishers, National Paper Box Manufacturers Asso- 
ciation, National Upholstery Textile Association, 
National Luggage and Leather Goods Manufacturers 
Association, Silk Association of America and Toy 
Manufacturers of the U. S. A. 


The rally of so large a proportion of the responsible 
participants in the design-dependent industries to this 
movement for inter-industrial policing of design prop- 


erty is, of course, mighty significant. It strikes a fresh 
note of active as well as passive resistance to design 
piracy. But this line-up of the forces in industry is not 
a surprise inasmuch as many of the above-enumerated 
organizations have already been zealous, over a period 
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of years, in support of the project for legislative relief 
via the institution of design registration. What is new 
and different, and impressive in promise, is the participa- 
tion, alongside the forces of industry, of the professional 
art forces of the nation. Design makers are, at last, 
marching shoulder to shoulder for reform with design- 
owners and design-fabricators. More than that, even 
the art museums, art schools and public institutional 
patrons of art are throwing in the weight of their in- 
fluence. 


No indictment is drawn against the professional de- | 
signers and artists for not having earlier joined forces © 


militantly with the design-users in their quest for 
security against the copying of exclusive designs and 
the reproduction of stolen designs in goods of inferior 
quality. At the early stages of the fight there were 
comparatively few professional designers in America. 
Such designers then on the scene were, for the most part, 
staff designers who felt that they might warrantably 
leave the worries of design protection to their principals. 
Free-lance designers were in a minority and their fees 
in the early days were not large enough to permit par- 
ticipating extensively in a crusade to elevate the ethics 
of industry. Museums were not brought into the pic- 
ture because these storehouses were not then the in- 
spirational source for designs that they are now for 
manufacturers. Only within the past few years have 
the executives of the leading art schools and the socie- 
ties devoted to cultivation of public art appreciation 
come to realize that if art production is to be fostered 
in America it must be assured its just rewards. 


That the clan of designers and artists-to-industry are 
wholeheartedly making common cause with design 
users is attested by the fact that the American Union of 
Decorative Artists and Craftsmen was instrumental in 
the organization of the League for the Suppression of 
Design Piracy. Enrolled in the allied forces recruited 
to strangle design counterfeiting at the source are such 
organizations and institutions as the American Artists 
Professional League, American Institute of Architects, 
American Artists Professional League, American Asso- 
ciation of Museums, American Federation of Art, Art 
Directors Club, Art Center, Artists Guild, Art-in- 
Trades Club, Art Alliance of America, Federated Com- 
mercial Artists of New York, New York School of 
Design, New York School of Applied Design for Women, 
New York School of Fine and Applied Art, Museum of 
Peaceful Arts, Philadelphia School of Design for Women, 
School Art League, Society of Illustrators, Textile De- 
signers Guild of America and American Association of 
Museums. 

Just what practical service will all this ambitious 
coordination of effort render the packaging industry? 
This is the pointed question which stands squarely in 
our path. A get-together movement of this kind is all 
very fine in theory and, maybe, in fact, but how does it 
stand as regards everyday application to the business 
activities in various commodity lines that are dependent 
upon design execution and design protection at the 
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packaging level? Package users are the more to be 
excused for asking because, in many instances, the 
package user does not contact direct with package de- 
signers but arranges for package dramatization and 
package redesign through the package manufacturer. 

Of the several answers that may be made to the 
above question, perhaps the most interesting to the 
package user is the prediction that the suppression of 
design piracy will operate to lower the costs of distinc- 
tive packages at the same time that it affords the pack- 
age-user better facilities for obtaining artistic and out- 
of-the-ordinary containers. The logic here is that 
manufacturers of stock packages hesitate, under the 
present dangers of piracy, to produce any striking new 
designs in quantity, thereby affording their customers 
the benefit of the savings of mass production. As mat- 
ters stand today the whole cost of production, on other 
than a special contract job, must be absorbed in a com- 
paratively limited edition because the package manu- 
facturer plans for only so much output as he can com- 
plete and dispose of before the pirates get busy. With 
design piracy eliminated or reduced to a minimum, the 
package manufacturer who has stumbled on a new idea 
may schedule quantity production, at the lowest costs 
of mass operation, secure in the confidence that the 
market is reserved to him by right of discovery. 


Correction of the trading-down abuse is one of the 
best boons that is promised the package user if business 
America acquires a more sensitive conscience with 
respect to design privacy. All packers of high-grade 
goods and marketers of art packages and gift packages 
in particular know that there is nothing more demoral- 
izing to discriminating and exacting consumer demand 
than apprehension that a de luxe package will be 
promptly mimicked in cheap form. The zest for be- 
stowing “‘presentation’’ packages is being. steadily 
sapped by the danger that a low-born masquerader will 
trail the aristocratie- package in the market, perhaps be- 
fore purchasers of the original have had time to bestow 
their gifts, certainly almost before the expensive 
double-purpose package has entered upon the after- 
life or re-use for which it was especially designed. 

One may well question though, whether, for package- 
users the one greatest gain from an era of higher rever- 
ence for design originality would not be found in 
broadened opportunities for the securance of superior 
designs. Design piracy in the United States is an 
especially menacing ailment at this juncture because 
creative ornamental designing in this country, despite 
its progress during the past few years, is yet in the 
status of an infant industry. Mention has already 
been made of the multiplication of capable free-lance 
designers—the fruit of the increase in the number of 
public and private art schools. The presence of tal- 
ented free lances is essential if proper service is to be 
rendered packagers whose business does not warrant 
the steady employment of staff designers. Yet the 
free-lance is singularly at the mercy of the design 
pirate. If his designs are not “lifted” in entirety, his 


precious motifs are stolen, to be altered, if need be, just 
enough to evade the restrictions of a design patent. 

No less disquieting than the threat to the free-lance 
designers is the chill that design piracy has put upon the 
new-found enthusiasm of eminent American painters 
and illustrators who have recently been coaxed to ad- 
venture into the field of industrial and package designs. 
Progressive houses have been generous in their efforts 
to induce the headliners of the fine arts, even going so 
far as, in some instances, to put designs into manufac- 
ture on a royalty basis. It is a fair assumption that 
unless the designs born of genius can be kept out of the 
reach of the thieves no additional aces can be attracted 
and it will be difficult to hold the converts recruited. 


Crusaders against design piracy are all the more im- 
patient because this practice of copy-catting American 
designs has grown uncomfortably in proportion just 
when American business was coming to discounte- 
nance the ‘“‘bootlegging’’ of foreign-made designs. As 
all interested parties know, the long-felt want of 
the cause of design development in the United States 
has been emancipation from foreign designs. In the 
beginning, there was some justification for the alibi 
that foreign designs surpassed in merit and variety the 
Yankee examples. This is no loager true. Now the 
bootlegger of foreign designs makes his entire appeal on 
the score of alleged lower costs. Gradually American 
houses in almost all lines have thrown off the yoke of 
foreign designers. The new tariff act is hastening the 
triumph of American design. If only American busi- 
ness men and American designers can, by means of the 
program fathered by the new league, do as much to 
stifle design piracy, as our French cousins have done 
under like circumstances, design originality will surely 
be profitably glorified as a talking point. And it is this 
as well as an eye-arrester or attention-getter that the 
packaging industries esteem individuality of design. 

In the final hush, we may whisper that designers and 
package engineers aren’t entirely disinterested and un- 
selfish in getting behind the new movement for sup- 
pression of design raiding. They realize that design 
success will bring higher fees to the successful designer 
when the buyer is assured that he can absolutely con- 
trol the ‘“‘hit’”’ he has acquired. They realize, also, 
these canny designers, that this burglar-proof quality 
would encourage manufacturers who now use only a 
limited number of new designs each season, to plunge on 
more models. Finally, the far-sighted fashioners of 
odd conceits have faith that with the end of racketeer- 
ing in designs would come a spurt in design exploita- 
tion. Firms that held off from investment in designs 
when these were freely copied, might catch the fever 
for design embodiment in the commodity and package. 


* From our Washington correspondent we learn that the Vestal Bill 
is now before the Senate Committee on Patents. A sub-committee, 
of which Senator Hebert of Rhode Island is chairman, now has the 
matter in hand endeavoring to amend the House bill passed by the 
latter body July 2, 1930. Because of other matters intervening at 
the present session of Congress it is doubtful if the bill will be called 
up in the Senate.—Editor. 
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by the Display Racks Company, New York, which are thos¢ 
now being offered to the trade. For use by retail and 7 Al 
chain store organizations, these display racks are made 
of sheet steel and wire, mostly of the stock type with 
three or four shelves to each rack, the latter equipped ever 
with a set of small clips for attaching price tickets to J eck 
the front flanges of the individual shelves. Top signs, © legis 
as in the illustration at lower right, are available for | barit 
any of the racks purchased. with 
In addition to the four-shelf, 36-in. display rack | (pro 
above, and the three-shelf, 36-in. beverage rack for | hee 
quart bottles below, the line includes two others in the © 
same size, one with four horse-shoe shelves for grocery | W 
and drug articles, the other, a beverage rack for pint § on | 
and split size 
bottles. 
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Modern merchandising methods have educated the 
buying public to examine thoroughly every article it 
purchases. This despite the accepted recognition 
of timidity in the general run of shoppers. True, there 
are some to whom this is not applicable, who feel it 
their just privilege to scrutinize with an eagle eye 
those products in which they evince an interest, albeit 
this interest may materialize at a far distant date. 
But in the majority are those whose retiring, unag- 
gressive traits often lead them to await the opportunity 
when these can be examined at first hand without 
the embarrassment of avoiding the purchase and the 
accompanying uncomfortable reaction. Many of our 
readers, undoubtedly, have had the experience and 
know the reluctance for a repetition of the incident. 
This problem is quite easily overcome, the method en- 
thusiastically welcomed, by consumers and retailers 
alike, when products are advantageously displayed 
and conveniently accessible. Particularly is this true 
in the case of packaged products where instructions, 
information and other data are printed on the package. 

In the illustrations accompanying this article are 
shown two new models of display racks manufactured 
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The advan- 
tages of using 
racks for dis- 
play purposes 
are varied and 
numerous. In 
time alone 
there is con- 
siderable sav- 
ing over the 
method of 
building and 
dressing up an 
entire show 
window, par- 
ticularly when 
racks can be 
used in this in- 
stance just as 
conveniently 
as in the inte- 
rior (Concluded 
on page 78) 
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Printing on Food Wrappers 


Bags, wrappers and boxes of all kinds for daily food 
and luxuries, according to Buch und Werbekunst, often 
bear a comprehensive print. This printed matter 
must in no way affect the ware during its more or less 
long time of storage. To the contrary, the packing is to 
keep the fresh smell or taste, the beneficial condition of 
victuals even for a longer time than if without it. The 
printer, therefore, must devote deliberate attention to 
the choice of his paper and inks. 

Usually the customer will supply him with the first, 
the printer's responsibility begins with its storing. 
A careful airing is not only desirable for a good register 
in the press, but will also fit in with the purpose, viz., 
that of containing eatables. 

It is obvious that cellulose paper, as it is used by the 
tobacconist, will require different inks from those of the 
tissue paper of oranges, or the tin foil of sweets. Parch- 
ment and pergamyn, a parchment substitute, as used for 
butter and cheese, are printed with inks that resemble 
those of cellophane with a very high drying quality. 

All ink to be employed must be strictly non-poisonous, 
and should by no means soil and dissolve; for who would 
buy eatables in a soiled-looking case or wrapper? Nearly 
every country has its laws to protect the public from 
recklessly packed provisions. In 1887, German acts of 
legislation forbade the use of inks that contain chrome, 
barium, arsenic, lead, copper, zinc and others, together 
with drying substances that contain lead. Metal alloys 
(bronzes) and barium sulphate are, however, excepted. 
Arsenic, formerly known to the market as Schweinfurt 
green, is not contained today in any printing ink. 

We have to face the paradox, how to print an oily ink 
on paper that is to resist fat as far as possible. 


New Packaging Tube Method 


Among the varied flow of things that have come into 
our office with the budding of the new year, nothing has 
given us greater pleasure 
than the calendar received 
from the Cambridge Paper 
Box Co., Cambridge, Mass. 
Calendars are calendars, 
the world over, we know, 
some very beautiful, some 
just so-so, but the packag- 
ing of this particular calen- 
dar was the object of our 
enthusiasm. 

Three tubes are used, as 
the illustration shows. 
First, a plain cardboard 
spiral tube, the top cov- 
ered with gold paper, which 
holds the calendar. This is 
placed in a decorative grey 





In practice this has been realized long since, but the 
drying of the varnish is still a point widely discussed. 
Drying substances and partly oxygen of the air cause a 
chemical action on the varnish and leave as residue sub- 
stances that the original ink did not contain. This 
partly shows in an offensive smell that will remain for 
weeks, and even impart itself to the ware, if the despatch 
and final use is careless or rushed. A special treatment 
in the well-known way of ventilating and repeated piling 
of the sheets will mostly help. The print should not 
come into direct touch with a fatty merchandise, but it 
happens that the paper is not in perfect condition. If it 
is not suffieiently dry, the grease affects the varnish so far 
that the steadiness of the ink layer is endangered, and 
the print might be wiped out. If the inks employed are 
soluble in grease a disaster is unavoidable. They have 
been observed to penetrate even good paper and color 
the merchandise. Cheese renders the problem even more 
complicated. Various sorts produce a different effect on 
the ink according to their acid or alkaline reaction. 
The best example of a change in the color of the gar- 
ment of the ware is soap—it turns prussian and milori blue 
into brown. It is preferable if wrappers for the chemists 
are printed in the first place black; soot absolutely resists 
any influences from within. Concerning the labels and 
packing materials of perfumes, a leaking of the bottles 
must be reckoned with; such labels should not be printed 
with inks that are soluble in alcohol. 

For different articles, however, successful trials have 
been made with spirit inks, the quick drying of which 
enables a mass production of paper-bags without the 
disadvantages described above. The best way to pre- 
vent them, is, of course, when the customer always in- 
forms his printer exactly to what purpose he requires 
his services. 


gq 


embossed paper-covered tube, edged with gold, the top 
of which fits over the exposed part of the calendar. 
Lastly, this is inserted 
into the outside tube which 
is colorful due to a solid red 
embossed paper covering 
finished at bottom and top 
with gold paper. 

The entire container is 
ideal for old documents, 
prints, maps and sheep- 
skins. The use of these 
three tubes completely 
eliminates any danger of 
damage in transit to the 
most valuable document. 
And their total weight de- 
spite the solid construction 
is not excessive. 
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Winx Formula and Package Revised 


Coincident with the change made in the formula of 
Winx, the eye-lash cosmetic, an entirely new package 


was designed to contain this product. The formula be- 


ing actually a new step in this type of product, the 
bottle and carton were modernized accordingly. The 


former is a little gem of smartness with its molded, 





CHIC BLACK_AND WHITE WITH 
GREEN MAKE THE NEW WINX 
PACKAGE OUTSTANDING 


graduated shoulders, tapering design, and black bake- 
lite closure executed along the lines of the bottle. 

The label is most unusual, covering actually but a 
third of the bottle, the center white with black lettering 
and the border on three sides carrying a wide band of 
green which extends upward and downward across the 
center of the bottle. The effect against the black 
liquid is one of striking simplicity. 

This color scheme and design is carried out in the 
carton which was designed by Leonard, the famous 
French fashion artist. Both bottle and carton impart 
an air of severe smartness and expert use of color and 
motif make the package stand out wherever displayed. 

Winx is also packed a dozen to a display container, 
designed in harmony with the bottle. It is a product 
of the Ross Co., New York. 


q 
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AN UNUSUAL ARRANGEMENT OF CIGARETTES 

IN A CEDAR WOOD BOX CREATES A PLEASING 

AND RICH-LOOKING EFFECT. BY MARK LICKTER, 
HOLLYWOOD, CALIF. 
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Riegel Paper Corporation Coordinate 
Laboratories 


A comparative innovation for a paper mill has re- 
cently been announced by the Riegel Paper Corpora- 
tion. The four testing laboratories of the company, 
under George French, chief chemist, have been par- 
ticularly coordinated with a view to the solution of 
packaging problems. In addition to an average of 600 
to 700 laboratory tests each day, extensive research is 
being carried on for several prominent manufacturers 
on the comparative sales and protective value of vari- 
ous cartons and carton wraps. Chief among several 
new additions to the research staff is Adrian Dallar, 
formerly sales manager of R. A. Jones & Co., manufac- 
turers of automatic machinery. Mr. Dallar has also 
been in charge of casing and packaging in plants of 
Procter & Gamble, Lever Bros., and General Foods, 
over the last fifteen years. The Riegel laboratories are 
now offering unbiased packaging advice to manufac- 
turers, not only on protective wrapping, but also on 
modernization of packages and on machine problems. 
This service is without cost and is not influenced by 
connection with any allied branch of the packaging 
industry. 


ONE OF THE MANY UNUSUAL PACKAGES RE- 

CENTLY DISPLAYED TO ATTRACT THE VANITY 

OF THE MALE SEX. BY JERGEN’S WOODBURY 
SALES CORP. 


q 


The Du Pont Cellophane Company, Inc., recently 
announced the appointment of Wayne Hall as resident 
salesman in Pittsburgh, Pennsylvania, covering Pitts- 
burgh and the surrounding territory. 

Mr. Hall’s experience in the development depart- 
ment maintained by the company at 2 Park Avenue, 
New York, will enable him to give valuable assistance 
to those in various industries who are using or are plan- 
ning to use transparent cellulose wrapping on their 
products. 
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New Spice Packages 
Show Improvement 


A complaint of long standing, both from retailers and 
consumers, has at last been recognized. These wails no 
longer will be heard if others in the industry follow the 
lead set by McCormick & Co., Inc., Baltimore, im- 
porters and exporters of spices. 

The most serious objection to the containers of spices 
now in the market has been the lack of visibility in the 
names of the spices except at close quarters. With the 
change effective on all the McCormick containers, this 
is no longer a problem. Though the old brand name, 
shape and colors have been retained, there is obviously 
a considerable difference and the name factor is by far 





the most important in that it is a distinct help to the 
consumer. The name in large type appears both on 
the front and on the side, so that it can be clearly seen 
either way it is placed on the housewife’s shelf. 

In the accompanying illustration we show a few of 
both the new and old packages. As can be readily seen 
the new packages, which are in the foreground, have 
the advantages of simplicity and more visibility, not 
only in the names of the spices but also in brand and 
firm names. The design permits also the use of a 
larger trade mark and the elimination of the old box 
effect gives the new containers the appearance of being 
a larger size, though actually it is the same. 


q 


An innovation in the merchandising of men’s shirts 
and ties has been introduced by the Mack Shirt Cor- 
poration of Cincinnati, Ohio. This firm is offering a 
shirt and tie ensemble wrapped in Cellophane and 
known as “‘Buddies.’””’ The quality and color scheme 
of the ensemble can be seen clearly through the trans- 
parent wrapper, which protects the merchandise from 
becoming soiled while on display. 


Arrtcote Issues Convenient and 
Attractive Portfolio Reference File 


For distribution to paper dealers, printers, adver- 
tising agencies, perfumers, confectioners, box makers 
and other potential users of its products, Artcote 
Papers, Inc., 380 Coil St., Irvington, N. J., has pre- 
pared a combination portfolio and reference file. This 
portfolio, which is made of Artcote Graphic Folding 
Cover No. 7710 Gold, of a convenient size for filing, 
contains a four-page, French-fold booklet printed in 
two colors, two pages being on Artcote Graphic No. 
0360 silver paper and two pages on Artcote Graphic 
No. 3360 gold paper. Portfolio, booklet and other 
included specimens are such as to give ample evidence 
of the various results that may be obtained on Artcote 
papers in printing and embossing as well as in color 
work, photographic effects, etc. The application of 
these papers to labels, box covers, for circulars, book- 
lets, etc., is well shown in the samples. The portfolio 
is designed in such a way that it may be carried about in 
a practical manner or placed in a letter file so it will be 
handy for other specimens that will be sent out from 
time to time by the company. 


q 
ISAAC E. PETERSON 


Captain Isaac E. Peterson, chairman of the Execu- 
tive Committee of the Maryland Glass Corporation, 
died on Friday, January 23, 1931. 


q 


The controlling interest in the business of Matthias & 
Freeman, 143 N. 5th St., Philadelphia, Pa., is now in 
the hands of Walter H. Matthias and his sons, Charles, 
Frank H., and Raymond Matthias. The company is 
now known as the Matthias Paper Corporation. The 
business was founded eighteen years ago as a paper and 
box makers’ supply concern but of recent years has 
been devoting its energies to the box makers’ trade. 
The firm controls several makes of decorative and fancy 
papers which are manufactured for its own distribution. 


q 


UNUSUAL DISPLAY 
BOX COVERED WITH 
GREEN AND GOLD 
PAPER IS USED TO 
CONTAIN ONE 
DOZEN COCKTAIL 
PICKS 
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Washington Mews 


The United States Supreme Court recently heard 
arguments on the right to obtain a monopoly by patent 
of the particular arrangement of a so-called transporta- 
tion package in which foodstuffs, kept cool by solid 
carbon dioxide, may be transported. This was the case 
of the Carbice Corporation against American Patents 
Development Corporation involving the validity and in- 
fringement of the Slade patent for a refrigerating ap- 
paratus. This is claimed to combine three elements: 
(1) solid carbon dioxide, the refrigerant; (2) the food- 
stuff, such as ice cream, or some other commodity to be 
kept in a frozen condition; (3) an enveloping container. 

The patent owner, the American Patents Develop- 
ment Corporation, made no claim to a monopoly in the 
solid carbon dioxide, but counsel for the alleged con- 
tributary infringer contended that the patent in pre- 
scribing a certain relation of the carbon dioxide to the 
elements in effect gave the patent owner a monopoly of 
the manufacture and use of the refrigerant. The solid 
carbon dioxide, according to the arrangement called for 
by the patent, is placed in the center of the transporta- 
tion package. The gas arising from the solid refriger- 


ant is claimed to refrigerate the foodstuff placed around 
it, to provide an insulation element which protects the 
solid carbon dioxide from exterior heat. 

The success which has followed the use of the trans- 
portation package is evidence of the validity of the 


patent the court was told. It was also pointed out that 
for many years experiments had been made to devise 
some means of efficiently using the known properties of 
the solid carbon dioxide. 

q 


A simplification program covering the sizes and shapes 
of ice cream cups and caps was adopted by a general 
conference of representatives of all interests at a meet- 
ing held under the auspices of the Division of Simplified 
Practice of the Bureau of Standards on Dec. 10, 1930. 

The recommendation, which will be submitted to the 
members of the industry for their consideration and 
written approval, provides for the intermediate shaped 
container for the quart size, with a cap diameter of 
4,372 in.; the intermediate shape with a cap diameter of 
3.622 in., and the tub shape with cap diameter of 4.372 
in. for the pint-size container; and the intermediate 
shape with cap diameter of 3.280 in., together with the 
tub shape with cap diameter of 3.654 in. for the one-half 
pint size container. The present tub-shaped cup 
(known to the trade as the 10-cent size) with cap di- 
ameter of 2.750 in. is to be retained for the one-fourth 
size container; as is also the 48 to the gallon cup, or the 
one-sixth of a pint cup (known to the trade as the 5-cent 
size) with a cap diameter of 2.380 inches. A tolerance 
of plus or minus 0.004 in. has been provided for all cap 
diameters. 

Provided the members of the industry accept the 
recommendation, it will become effective on Jan. 1, 
1932, for new stocks, and on Sept. 1, 1932, for clearance 
of non-simplified stocks. 
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A general conference of representatives of manufac- 
turers, distributors, and users of glass jars for cottage 
cheese and sour cream, held in Cleveland, Ohio, re- 
cently under the auspices of the Division of Simplified 
Practice of the Bureau of Standards, Department of 
Commerce, unanimously adopted a simplified practice 
program recommending the 8-, 12-, and 16-oz. sizes as 
regular stock items for glass containers used in market- 
ing these products. The conference also approved a 
simplified practice recommendation covering dimen- 
sions for the three sizes of jars. The tentative recom- 
mendations, used as the basis for discussion at the gen- 
eral conference, were developed jointly by the standard- 
ization committees of the International Association of 
Milk Dealers and the Glass Container Asso. of America. 

The action of the general conference will result in a 
reduction of variety from at least 20 sizes and types of 
jars, to 3. The program, subject to approval by the 
industry, is to be effective from March 1, 1931. 


q 


In a statement issued recently, Secretary Hyde of 
the Department of Agriculture, defined the status of 
corn sugar under the Federal Food and Drug Acts. 
Relative to the packaging feature he said: 

“Corn sugar (dextrose) when sold in packages must 
be labeled as such; when sold in bulk must be declared 
as such; but the use of pure refined corn sugar as an 
ingredient in the packing, preparation or processing of 
any article of food in which sugar is a recognized: ele- 
ment need not be declared upon the label. 

“Nothing in this ruling shall be construed to permit 
the adulteration or imitation of any natural product 
such as honey by the addition of any sugar or other in- 
gredient whatever. This ruling removes a discrimina- 
tion against the use of corn sugar which has too long 
been permitted. The requirement heretofore that the 
presence of corn sugar as an ingredient in prepared 
foods be declared on the label was not a matter of law, 
but was a matter of administrative interpretation of the 
law. This ruling therefore involves no change in the 
Federal Food and Drugs Act; nor does it change the 
rules with reference to labeling of harmful or injurious 
ingredients. Labeling of such still is required.” 


q 


A general conference of representatives of manu- 
facturers, distributors, and users of cans used in packing 
fruit and vegetables adopted a simplified practice 
recommendation on can sizes, at a meeting held under 
the auspices of the Division of Simplified Practice of 
the Bureau of Standards, Department of Commerce on 
Jan. 20, 1931, at the Hotel Stevens, Chicago, Ill. 
This meeting was held in conjunction with the annual 
convention of the National Canners Association. 

The program, as approved, recommends a reduction 
from the present wide variety of fruit and vegetable 
can sizes to 27, and subject to the approval by all in- 
terests, it will become effective July 1, 1931. 
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ABOVE: GROUP OF GRIFFIN 
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WITH THE VARIOUS ENCLOS- 
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NSUFANCES 


By D. E. A. Charlton 


In the days of Beau Brummel it was conceded that 
seven tailors were required to make a man. Dictates 
of present-day fashions place no specific limitations 
on the number of individuals needed to turn out the 
well-dressed young man or, for that matter, his senior, 
even though the code today, as then, calls for certain 
conformities to style, pattern, color and so on in one’s 
habiliments. Regardless of its origin, every item of 
apparel should be in accordance with established or 
recognized standards for a given season or period and, 
in appearance, each of these must be characteristically 
neat. On all sides we have ample evidence to the ef- 
fect that he who is well turned out—properly hatted, 
clothed and shod—places himself in a favorable position 
to obtain success, of one sort or another. 

The foregoing may appear as a somewhat rambling 
introduction to an article which purports to describe 
the packaging methods and the packages used by one 
of the oldest established manufacturers of shoe polishes 
and dressings. But when one considers that these 
products actually play an important part in the ap- 
pearance and upkeep of the wardrobe of our modern 
citizen (male or female) it is quite logical that mention 
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be made of their significance. Even if we concern our- 
selves principally with the packaging of a product 
we must not forget that such work, plan or method, 
together with the selection and use of the package ma- 
terials, owes its origin and progress to the qualities 
and characteristics of the product itself. 


Since 1890, shoe polishes, dyes, dressings and cleaners 
manufactured by the Griffin Manufacturing Company, 
Inc., have been ‘‘leather insurance,” according to the 
claim of that company—a claim that is fully substan- 
tiated by the continued popularity of each member of 
the group of products made by that company. It 
is axiomatic that quality in any product is necessary to 
assure resales, and the Griffin company, in addition 
to maintaining high standards in this regard, and thus 
holding its old customers, has also pioneered in the trade 
in the acceptance of modern packages as a means of 
increasing the distribution of its products among all— 
the new as well as the old customers. 

More than twenty products are manufactured at the 
company’s plant at 67-69 Murray Street, New York 
City, and each one of these is put up in standard sized 
packages—a plan which not only makes it possible 
to ship orders promptly but assures safe arrival, 
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FIG, 2. Contiiuous AUTO- 


MATIC MACHINE WHICH FILLS 
COLLAPSIBLE TUBES, CLOSING 
AND FOLDING THE ENDS 


due to the solidity of the packing. One feature which 
is not met with in many forms of packaging is the 
inclusion, in practically all of the Griffin packages, of 
certain adjuncts or auxiliaries that are of use in the 
application of the products. Terry cloth for polishing, 
wire brushes and buffers for cleaning, and similar 
aids are supplied as part of the package so that each 
becomes a “‘kit’’ rather than a package which contains 
a single product. 

To fully comprehend all of the various steps in the 
packaging of the Griffin products, one must take into 
consideration that these products are put up in tubes, 
bottles, cans and jars. 

It is interesting for the visitor in the factory to ob- 
serve the method of packaging a product which we all 
see so much of on boot-black stands and in the home, 
i. e., the paste. It is filled in the liquid form supplied 
to a filler. As the new empty paste cans (bottoms) 
are removed from the received cases, they are placed on 
belt loaders that carry them directly to the filler which 
releases sufficient to fill each can. The filled cans 
continue on the belt until the liquid paste has an op- 
portunity to harden. The tops or covers are supplied 
from a parallel belt which leads to a capping device 
where the necessary pressure is applied to the cover to 
assure a tight sealfor the can. The filled cans of paste, 
provided in four sizes and four colors, are packed in 
folding boxes—12 to the box—together with descriptive 
literature. These are in turn packed in corrugated 
cases, each of which carries one gross of cans. The 
procedure is automatic throughout and if the article was 
a food product, it might well be said that no human hand 
touches it. 

An accompanying illustration shows a recently in- 
stalled machine which automatically fills one size of 
collapsible tubes, two at a time, and closes and folds the 
ends of the tubes. As these are ejected from the ma- 
chine they are ready for packaging in folding cartons, 
together with a generous strip of terry cloth. A dozen 
of these cartons are packed in a corrugated box and a 
strip label is placed on the bottom for sealing. A 
further packing includes the placing of 12 boxes ora 
gross of the cartons in a large sealed case. In addition 
to the machine illustrated, other equipment is employed 
to fill and close collapsible tubes. In all, three sizes 
made up in four colors are so prepared. 
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LABELING MACHINE 


FIG. 3. ORIGINAL BOTTLES ARE 

FED BY BELT TO AN AUTOMATIC, 

16-HEAD VACUUM FILLER. AT 

RIGHT REAR, AUTOMATIC CAP 
FEEDER 


One unit handles the filling and sealing of 
gallon cans of dressing at the rate of 2500 
a day for the boot-black trade. These are 
lithographed cans and are sealed with cork- 
lined friction type caps. 

Three of the accompanying illustrations show equip- 
ment for the production of small bottle goods. A 
16-head automatic filler is capable of turning out from 
95 to 100 filled bottles (3'!/, fluid oz.) per minute. 
The bottles are fed by an operator to a moving belt 
which carries them directly under the filling heads. 
After receiving the required amount of liquid, they are 
moved by belt to a 6-head rotary capper where cork- 
lined, composition caps are screwed on. The capped 
bottles then proceed to an automatic duplex labeler 
where a label is applied, on one side only, to each 
bottle. The belt then carries the completed bottles 
to the packing tables where operators place them in 


FROM LEFT TO RIGHT: 


AP FEEDER, 6-HEAD ROTARY 
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cartons, together with a single corrugated strip around 
each bottle, the customary terry cloth and an insert 
which carries directions for use as well as mentioning 


other Griffin products and their applications. This 
unit, of which there are three, is responsible for a large 
part of the production of the plant. 


It is interesting for the visitor, on his trip of inspec- 
tion, to drop in at the pent-house on the roof, where 
one may view the analytical and research laboratory 
maintained by the company for testing all raw ma- 
terials, as well as the finished products. This phase 
of the factory is very complete and modern, leaving 
one with the impression that shoe polish is after all more 
scientific and technical than the layman appreciates. 

The foregoing description of the methods followed 
and the equipment used in the packaging of Griffin 
products may give the reader 
the impression that this work 
differs little from that found in 
other plants where similar prod- 
ucts are put up. While it is 
true that the procedure differs 
but little, we find in this in- 
stance that the utilization of 
up-to-date equipment has super- 
seded in certain work where 
greater capacity was de- 
sired. In other words, a suc- 
cessful attempt has been made 
to keep plant equipment 
ahead of the production sched- 
ule, a plan which has decided 
advantages, particularly where 
a seasonal output may be ex- 
pected. 

But our story of Griffin packag- 
ing cannot stop here for we have 
not yet said anything about the 
packages, and they deserve far 
more than passing attention, 


57 





FEBRUARY, 1931 









Those of us who can recall the bottles and cartons which 
were in common usage in former days by manufacturers 
of such products can feel relieved to know that in this 
industry—shoe polish manufacturing—there has been 
established a high standard of art as applied to pack- 
ages. 

The Griffin packages all embody the elements of 
good taste in design and color and carry a distinctiveness 
that has placed these products at the forefront among 
those manufactured for a similar purpose. Each item 
in the package assembly carries an identity in color, 
shape or decoration which unmistakably shows its re- 
lation to the other members of that assembly, thus 
affording a standard of consistency which is character- 
istic of the entire group of products. 


FIG. 5. PACKING TABLES. 


Let us take two specific examples so that we may see 
how these packages portray the description we have 
given above. Griffin Allwite—a cleaner for white 
shoes—is presented in an attractive, slightly beveled 
bottle which has a wide base, thereby preventing easy 
tipping. The closure is a cork-lined screw cap of black 
bakelite; the label is in black, light green and white. 
The characteristic design of the latter may be seen in 
one of the accompanying illustrations. The product 
is white—so that the color scheme as expressed by label, 
closure and the bottle itself is in complete harmony. 
The carton which encloses this bottle continues to 
carry out the same harmony in design and color. 

In the tube of Griffin Lotion Cream the color scheme 
is dark cream, white and black with the standard 

arrangement of design that makes 
for the ‘family resemblance” be- 
tween all of the packages. On the 
carton which contains the tube the 
same plan is carried out. Worthy 
of mention is the trade mark, a 
miniature griffin which appears in 
color on all packages, together with 
the other characteristic decoration, 
a woman upholding a shoe. 

On the first page of this article 
we have shown a group of Griffin 
packages and their contents. This 
does not, of course, include the 
complete line but the selection is 
sufficient to indicate the unusual- 
ness and appeal that has been 
created and has resulted, we are 
told, in excellent and well de- 
served sales of the Griffin products. 


HERE OPERATORS PLACE THE FILLED, 


CLOSED AND LABELED BOTTLES IN CARTONS, TOGETHER WITH 


THE REQUIRED INSERTS 


Packaging a Famous Line of Meat Products 


selected grade is wrapped in a roll form which permits 


of sausage; cooked, smoked, cured and fresh meats as 
well as specialties and casings. Many of these products 
require but simple forms of wrappings and labels, 
although such work is attended to with care, cleanliness 
and dispatch. In three departments are to be found 
the best examples of packaging; that is, from the stand- 
point of quantity production, standardized methods 
and utilization of packaging materials. The accom- 
panying illustrations show two of these departments. 
In the wrapping and packing of sliced bacon, the 
slabs or sides of bacon are brought from the refrigerat- 
ing rooms to the slicing machines in the packaging 
room. As the slices are cut they travel on steel belts 
to the packers who wrap them, after check weighing, 
in printed transparent cellulose, one-half pound to the 
package. These packages in turn are packed in folding 
boxes, each of which contains five pounds. Several 
grades of bacon are thus packed, although the best 
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(Continued from page 41) 


the lean meat to show. In packaging sliced ham, in- 
dividual packets or transparent-faced, glassine bags 
containing one-fourth pound each are put up by girls 
who slice, weigh, and place the product in the bags, 
then packing them in cartons of five pounds each. 
The cartons are then tied and are ready for shipment. 

Top o’ the Morning sausages, as they are brought 
in from the cooling rooms, are wrapped in bundles or 
packs—16 sausages to each—in transparent printed 
cellulose wrappers. A cardboard partition is included 
in each pack and separates the two half-pounds com- 
prising the package. These packs are then placed in 
folding display boxes—six pounds to each. 

The canning department includes complete equip- 
ment for packaging products in tin cans or glass jars. 
The operations performed here include the washing of 
containers, filling and seal- (Concluded on page 78) 
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Paper Wrappings for Confectionery 


By E. T. Ellis 


The wrappings discussed in this instalment! are 
all foil wrappings, two only carrying paper bands. 
These show to advantage the innumerable applications 
of foil for this purpose, and there are indeed few types 
of chocolate that cannot satisfactorily be packed in it 
although transparent paper is also favored. 

Foils are now available, however, in such a variety 
that confectionery packers will have no difficulty 
whatever about keeping their brand distinct from those 
of other makers, or more accurately distinguishable by 
the paper wrappings. In many instances little or no 
print is carried on the foil itself, but foil can now be 
printed with designs so attractively in addition to 
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Tig. 1.- Banded Wrapping for Liqueur Chocolate 
(Actual Size) 


being tinted with various hues, that chocolates will 
soon look unappetizing unless they are packed in one 
or other of these materials. 

The protection afforded by a well-made foil is much 
greater as a rule than that offered by paper. While 
thin sheets or pieces of foil are favored by some con- 
fectionery men, I always recommend thick foil being 
used, as its cost is trifling, and the extra protection 
afforded by it, especially if the chocolates are to be 
sold in hot summers, is substantial. 

Fig. 1 shows a two-piece paper and foil wrapping 


in which liqueur chocolates are individually wrapped. 


1See April, July, October and December, 1929, and February, 
April, June, September and November, 1930, for earlier instal- 
ments of this article. 


Fig. 2.- Two: Colour Sheet « Three-Colour Band 
Wrapping for Liqueur Chocolates -(Acual Size) 


The whole sheet forms a perfect square, consisting of 
A, 2A, A being the back of the specimen when this is in 
situ. The paper is wrapped under A on the left hand 
side from 2A, and under A on the right hand side from 
2A. The folds, however, are not well defined, and 
cannot, therefore, be shown in a flat drawing. 

A separate sketch of the base is given at B, and alsoa 
separate sketch of the top at C. The foil is turned on 
to these, but its folds in both instances are not suffi- 
ciently well defined to show with any degree of ac- 
curacy. A separate sketch of the band is also given, 
the main band being shown at D, and the band overlap 
at F. It is applied to the wrapped specimen so that 
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Side of Pyramid 
Fig. 3.- Coloured Foil Wrapping for ree 
Pyramid -Shaped Candy.- (Actual Size.) 


the letter D of the band almost 
conceals the letter A of the speci- 
men, F being glued on to the 
other end of the band under A, or behind the back of 
the foil-wrapped specimen. This band consists of opaque 
paper, tinted in two or more colors on its outer surface, 
and creamy-white on its inner surface. The foil sheet 
is usually tinted on its outer surface only, i. e., it is 
a plain silvery hue on its inner surface and carries no 
printing. 

Dimensions of this type of paper and foil wrapping are as follows: 
Total length and width of whole sheet, 2*/, in.; total length of 
band, 3 in.; length of band overlap, '/, in.; maximum width of 
band, °/s in.; minimum width, '/, in.; maximum thickness of 
wrapped specimen, !/2 in.; minimum thickness, */s in.; total 
weight, band and foil sheet together, under 1/, of an ounce. 


An interesting instance of a foil sheet which is only 
partly tinted on its outer surface is furnished in Fig. 2, 
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its two-color effect being obtained by tinting the area 
A, 2A of the whole sheet, and leaving the upper area 
B, 2B the natural silvery hue of the foil itself, i. e., 
this is the same as the entire inner surface of the foil 
sheet. The approximate position of the specimen is 
shown by A, B, assuming that it lies on the whole 
sheet on its back. The foil is turned over under it, 
and in this instance certain folds are well defined. 


A separate sketch of the back is given, and the areas, 
C, D, E, are of tinted foil, while the areas A and B are 
of untinted silvery foil only. In most instances the 
foil is turned on to the back to form A and C first, then 
B and D are turned on to them concealing a narrow 
margin, and finally the strip E is turned on to C aad D. 
The folds over the top of the specimen are not suf- 
ficiently well defined to indicate, but no strip similar 
to E though smaller occurs along the upper edge of A 
plus B. 
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Fig. 4.- Ridged Wrapping For Ribbed 
Diamond -Shapped Chocolate. 
(Actuol Size) 


applied to it, being 


however, the position of the specimen in the whole 
sheet is slightly different, i. e., instead of one edge 
2E3E being parallel with the line KL, this edge is at 
right angles to the corner K or the corner L, so that 
the foil can be twisted on after turning in order to form 
the triangle C, while the rest of the foil is then folded 
over on to the base to form the other triangles A and 
B, with slight overlaps. Considering the model, 
however, as it is in the present actual case, folds are 
made along the lines EF, E3E, E2E, and 2E3E, as 
well as along the other two edges, F2E and F3E, and in 
this instance the overlaps on the base are not suf- 
ficiently well defined to indicate. 

Dimensions of this type of foil wrapping are as follows: Total 
length of sheet, 2°/, in.; total width, 2'/2 in.; height of wrapped 
specimen, in a vertical direction from the base to the apex of the 
pyramid, 1 in.; total weight, under !/, of an ounce. 


Fig. 4 shows an attractive foil wrapping which is ap- 
plied in the form of a ridge to an already ribbed choco- 
late cream shaped 
in the form of a 
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Fig 6.- Foil Vrapping for Square Specimen with 
Ribbed Top (Actuel Size.) 


wrapped round about the center of the portion A of the 
whole sheet, with the ends overlapping and concealed. 
This band consists of opaque paper, which in many 
instances carries adhesive over its entire inner surface, 
and is tinted in two or more colors on its outer surface, 
and printed in one color only but in the three directions 
indicated by the arrows. A special design in addition 
to printed wording is frequently required. 


Dimensions of this type of wrapping are as follows: Total 
length and width of whole sheet, 23/,in. each; total length of band, 
3'/s in.; maximum width, °/; in.; minimum width, */; in.; total 
thickness of wrapped specimen, */s in.; total weight, foil sheet and 
band together, under '/, of an ounce. 


Fig. 3 shows a foil wrapping which is attractively 
tinted on its entire outer surface and is used for packing 
pyramidal shaped chocolate candy—usually a chocolate- 
covered cream. The main face of the pyramid is shown 
at G separately and one of the sides is shown at H. 
The base is shown in the whole sheet, and is made up 
of A, B, C, the whole foil wrapping itself being con- 
sequently formed of this plus D. In some instances, 
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Cream (Actual Size.) 


Fig.8. Unprinted Foil Wrapping for Semi-Gescent 
Shaped Sweetmeats. -(Actual Size) 


base of the specimen consists of C, A, B, D, while the 
top consists of A and B, being separated by a rib line 
F2F. The foil is folded along the lines GL, GH, LK, 
HK, FM, FN, M2F and N2F to conceal the upper 
portions of the diamond-shaped specimen, and then it 
is turned on to the base of which a separate sketch is 
given, first to form the triangles A and C, and secondly 
to form a thick ridge B. Foil which is tinted on its 
outer surface and carries a colored design but no print- 
ing, is favored for this model, the inner surface being 
the usual silvery gray. 

Dimensions of this type of foil wrapping are as follows: Total 
length of sheet, 2*/, in.; total width, 2!/, in.; total thickness of 
wrapped specimen, */; in.; total weight, under '/, of an ounce. 

Another interesting wrapping for affording protection 
to children’s chocolate creams is shown in Fig. 5. 
The sheet consists of the rectangle C, the base of the 
specimen in situ being the almost oval area A, while 
the margin of foil for the protection of its front, ends 
and back, forms the continuous strip B, as there are 
no angles to separate these portions. In other words, 
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the foil must be folded first along the line that separates 
A from B, and secondly along the line which separates 
B from C, applying the whole sheet, however, to the 
top of the specimen in the first instance, so that it may 
be folded to form the base of which a separate sketch 
is given. 

Considering the base, in many instances the large 
strip B is turned on first, and this is larger still when the 
specimen is partially unwrapped, as portions of it are 
concealed in the finished specimen shown in the sketch. 
Then, as a rule, A and C are turned on to B, and lastly 
D is turned over also. In the partly opened out ex- 
ample, the strip C is slightly different in shape, as a por- 
tion of it is concealed under D. No adhesive is used to 
hold the foil on, and no exterior paper band is applied in 
this instance. 


Dimensions of this type of foil wrapping are as follows: Total 
length of sheet, 2°/, in.; total width, 2'/, in.; total thickness of 
wrapped specimen, */; in.; total weight of foil, which is usually 
tinted and carries a colored design on its outer surface, under '/, 
of an ounce. 


Brightly tinted foil so far as its outer surface is con- 
cerned is mostly favored for the wrapping of square 
specimens of the chocolate cream type, but when these 
have ribbed tops, as has the specimen shown in Fig. 6, 
the foil must be sufficiently thin to show these ribs, and 
sufficiently strong to prevent the rather hard chocolate 
of the ribs from coming through. 

The whole sheet consists of a square of foil made up 
of C, 2C, 3C, 4C, A and B. Analyzing these parts 
still further we find that A is the top of the specimen, 
or its base as the case may be, B forms the end strips 
including the front and back, while C, 2C, 3C, 4C form 
the remainder of the foil which is turned over on to the 
base, after making full right angle folds along the lines 
LM, MP, PN, NL, QR, RS, ST and TQ. The over- 
lapping portions on the base of the specimen are not 
sufficiently well defined to show in a small drawing, but 
it is hoped on a future occasion to take up larger square 
slabs of chocolate and to illustrate these in detail. No 
printing is required on either surface of the foil and no 
exterior band of opaque paper is demanded. 


Dimensions of this type of foil wrapping are as follows: Total 
length and width of sheet, 2°/,in. each; total thickness of wrapped 
specimen, !/:in.; total weight of foil, under '/, of an ounce. 


Fig. 7 illustrates a two-color foil wrapping for a larger 
but still more or less oval type of chocolate cream. 
The whole sheet forms a perfect square and is lettered 
D in the drawing. The position of the specimen as it 
occurs when the wrapping is opened out is drawn at 
A and B, C2C being its top ridge line, across which a 
word or two of printing may usually be placed, near 
C in the direction of the arrow. The tint of this print 
is similar to that of the colored design of the rest of the 
outer surface of the model. The foil D is turned under 
A, and similarly the opposite foil D is turned under 
B; some twisting is done, however, at the extremities, 
and when the base of the wrapped specimen is examined 
it will be seen that the end underlaps take the forms 


indicated by E and G in the separate drawing, the whole 
base consisting of E, F, G, as will be expected. The foil 
used for this type of chocolate cream is strong, and af- 
fords it ample protection against rough usage in shops or 
stores. 


Dimensions of this type of foil wrapping are as follows: Total 
length and width of sheet, 2*/, in. each; total length of wrapped 
specimen, 1'/2 in.; total thickness, 5/s in.; total weight of foil 
sheet, under !/, of an ounce. 


Fig. 8 illustrates another unprinted foil wrapping 
which is proving popular for the protection of semi- 
crescent shaped chocolate-coated sweetmeats. The 
whole sheet consists of the rectangle C, with the speci- 
men in situ, the base of this being made up of A, plus 
B, and the smaller specimen top of A only. Folds are 
required along the base edges separating B from C, also 
along the top edges separating A from B. The foil 
is turned on to the base, of which a separate sketch is 
given, first to form B, and A is turned on to this, fol- 
lowing which C and D are then turned on. Lastly E, 
F and G are applied in the order mentioned. Foil 
tinted on its outer surface only is mainly favored for this 
model. 


Dimensions of this type of wrapping are as follows: Length of 
whole sheet, 2*/, in.; width of whole sheet, 2'/: in.; length of 
wrapped specimen, 1!/, in.; total thickness, '/z in.; total weight 
of foil, under !/; of an ounce. 


Readers are asked to note that occasionally 
confectionery packings are patented or otherwise 
protected. In all cases, therefore, before pro- 
ceeding with the production of the types described 
and others, the usual inquiries should be made 
through patent agents.—Editor. 





BABY LAYETTE SETS GO MODERN. 
THE LABEL IS OF METAL SILVER WITH 
BLACK LETTERING AND BLACK RULE 
BORDER. ANIMAL FIGURES ARE SUB- 
STITUTED FOR THE USUAL FLORAL 
DECORATION, AND IN EITHER PINK 
OR BLUE, MATCH THE ALDUR CAP. 
WITH THE FROSTED GLASS JAR, THE 
ENTIRE ASSEMBLY IS MOST EFFECTIVE. 
FROM OWENS-ILLINOIS GLASS CO., 
TOLEDO 
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Buffalo Box Company Now a Part 
of the Hinde & Dauch Group 


Sidney Frohman, president of the Hinde & Dauch 
Paper Company, Sandusky, Ohio, announced recently 
that the Buffalo Box Company of Buffalo, New York, 
had become a member of the Hinde & Dauch family of 
fibre box making plants. This addition to its facilities 
increases the number of factories and paper mills of the 
Hinde & Dauch Paper Company to 25, and also in- 
creases the company’s annular capacity by some 12,000 
tons of finished products. 

Other eastern Hinde & Dauch plants are the factories 
located at Boston, Brooklyn, Philadelphia, Baltimore, 
and Richmond, Va., a paper mill at Watertown, N. Y., 
and two at Gloucester, N. J. Its western facilities in- 
clude the two paper mills and a box factoryin Sandusky, 
with other factories and mills at Cleveland and Deiphos, 
Ohio, Muncie and Brookville, Ind., St. Louis, Mo., 
Fort Madison, Iowa, and Kansas City, Kansas. The 
Muncie plant includes separate mill and factory units; 
Fort Madison has two paper mills and the Kansas City 
assembly consists of three factory units devoted respec- 
tively to the production of corrugated, solid fibre and 
wood shipping boxes. Canadian plants consist of a 
paper mill at Trenton, Ontario and box factories at 
Toronto, Ontario, and Montreal, Quebec. 


Borrowing from Nature 
for Candy Box Design 


(Continued from page 37) Gardenia Chocolates at one 
dollar and a half per pound have had an immediate 
sale in the city of their origin. The box makes a desir- 
able gift and is being given in increasing quantities. 

Perhaps the hardest one to handle was the Carnation 
package to carry the one dollar the pound candies. 
Not that the name was any more difficult to tie up 
with the package, but because of the necessary price 
limitation it became imperative that the package be 
held within a certain rather low limit for a gold-stamped 
suede box. By substituting a box and cover almost 
entirely machine-made, this was accomplished. In the 
illustration it will be noted that this is a full telescope 
box, projecting edge on the box being gold printed 
to permit machine wrapping. 

A soft Nile green was adopted to carry the Carnation 
name. It is beautiful either when shown alone or in 
the company of the Gardenia’s creamy white and the 
Orchid’s delicate tone. 

“The Three Flowers’ are an outstanding achieve- 
ment in the art of package design. The appeal is 
almost universal and as the quality of the product 
measures well up to the standard of excellence 
set by the price and its packages, repeat business is 
assured. 
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Smart Package for New 
Adhesive Paste _ 


The Arabol Manufacturing Company, 110 East 42nd 
St., New York, with factories at Cicero, Ill., have 
brought out a new adhesive paste product to which 
they have given the catchy name, “Sticky Stuff.’’ 
This is put up in tubes for sale principally by chain and 
department stores as well as druggists, hardware, toy 
and stationery stores. The tube has the special 
spreader cap which requires no brush and avoids soiling 





the fingers simply by piercing with a pin the soft center 
of the cap, and then squeezing the tube. The cap also 
can be unscrewed if desired. 

The container, as illustrated above, which is an un- 
usually fine and well designed chain store article, is a 
brilliant shade of orange with the design and lettering 
in black and white, excellently executed. For shipping 
purposes, each container is individually packaged in 
plain cartons, eliminating damage to the tube while in 
transit and in the retailers’ stockroom. Being pri- 
marily a chain store item, no other carton is used and 
the attractive color and design for bulk display pur- 
poses is most effective. 


q 


James Zobian has joined the Einson-Freeman Co., 
Inc., lithographers, of New York, specialists in window 
display advertising and merchandising, in the capacity 
of sales representative. Mr. Zobian was for four years 
a special representative of the United Business Pub- 
lishers, Inc., and was for ten years director of advertis- 
ing and sales promotion for Philip Morris & Co., Ltd., 
of New York and Montreal. 


q 


G. A. Vollmer, formerly vice-president of the Kieck- 
heffer Container Corporation, and C. H. Andrews, 
formerly of the Robertson Paper Company, have 
joined the sales staff of the Robert Gair Company, 420 
Lexington Ave., New York, where they will assist in 
the expansion of container and folding box sales. 








1] 


QO —= S&S YH F&F La op} 


bet) 








A message to the 


Sales managers 
of America 


{ ..-.and some points of interest to 
Advertising Managers as well 


N YOUR desire to do a bang-up job of 

increasing sales during 1931 have you over- 
looked or failed to analyze properly this 
important factor in the distribution of your 
product — your package design? 


Package design has a vital influence on sales. 
You will find such concerns as the Kraft 
Cheese Company, Swift & Company, General 
Foods Corporation, Jewel Tea Company and 
other leading manufacturers rapidly discard- 
ing package designs that handicap sales and 
adopting new containers of proper construction 


and design. 


We are now redesigning containers for six 
nationally known manufacturers. Improve- 
ments we are recommending involve changes 
in color scheme — package construction — 
typography— illustrative matter—and method 
of packing. All these technical and sometimes 
psychological points are based on analysis by 


Sutherland specialists. 


Have you mentally “stood aside” and con- 
sidered your own packages from a purely 
unbiased standpoint? Have you ever tried to 
learn what your prospective buyers think about 


them? If not, we urge you to take advantage 
of this opportunity to do so. 


We maintain what we call a “Packaging 
Laboratory.” This is the first time we have 
offered the services of this department to other 
than buyers of Sutherland containers. We 
invite you to let us prepare a clear and candid 
analysis of your package. 


It is not the function of this department to act 
as a fault-finding guild, but rather to consider 
carefully what is good or what is in need of 
improvement in any package submitted to the 
“Laboratory.” Where improvements are 
recommended, tangible ways and means of 
bringing them about will be included in the 


survey. 


You are placed under no obligation whatever 
in requesting one of these surveys. You may 
accept or reject the findings as you see fit, 
although we will be glad to continue comments 


on any points set forth. 


Simply mail a sample of your package (either 
in use or proposed) with a letter signed by 
yourself or another officer of your company. 
Address Department of Design, Suther- 
land Paper Company, Kalamazoo, Mich. 
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Another Production Man Speaks 


THE EDITOR, 
Sir: 

I read with great interest Mr. Chilson’s article, ““The 
Factory Manager Looks at Package Design,” in the 
December issue of MODERN PACKAGING, particularly 
since I had already written a few words along the same 
lines, intending to send them to you. 

While we, engaged in production problems, especially 
high speed production, can appreciate the necessity of 
giving the designer a free hand in order not to hinder his 
creative genius, nevertheless we do feel that, knowing the 
limits of the machinery we have to work with, there are 
certain bounds within which the designing artist must of 
necessity keep. 

Perhaps too great a knowledge of these bounds would 
defeat the very object for which the artist is striving and 
yet there should be some happy middle ground combin- 
ing the greatest beauty with the greatest utility; anda 
slight change in the design suggested by the factory 
management often would pave the way toward reaching 
that desired point. 

There is a real need for the increasing recognition of 
package and label design. To become convinced of this 
all one has to do is to recall the ordinary run of labels on 
canned vegetables or fruit products and in some cases 
cereal packages, although the latter class of packaged 
goods is rapidly improving in appearance. 

If there is any connection between the color or the 
design of the label and the contents of the average can of 
peas, it is difficult to locate. If there is any relation 
between the picture of an animal or a flower on the label 
and the contents of a can of corn, it is hard to visualize. 
Is it any wonder that the transparent package is be- 
coming so popular? 

Some excellent results of the effort and genius of the 
designing artist are coming into the market constantly 
in the form of really beautiful packages but from a pro- 
duction standpoint the practical phase may present 
another problem. 

In the choice of a label for a new package probably the 
first consideration given is to color and design with 
more or less some thought as to how these two tie up with 
the contents of the package. Where it is a case of a new 
package, the modern science of making a package look 
larger than it really is is sometimes employed in the 
designing of the label. Where it is a case of dressing up 
an old established package, the color and design are 
limited so deviation from the old package issminimized. 

Perhaps the last consideration given is how this or that 
chosen color or design is going to affect production, which 
I suppose is only natural since the man responsible for 
the new label is generally farthest removed from pro- 
duction problems. His usual procedure is to hold the 
label in place around the new package with a couple of 
rubber bands and stand off some distance eyeing it criti- 
cally and assuming that, since it is no trick at all to hand- 
wrap one sample package, packages emerging from an 
automatic machine at the rate of anywhere from thirty 
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to eighty per minute must necessarily all look the same. 
And this does appear as sound reasoning to the artist, 
designer, sales manager or advertising man. But the 
man familiar with package production problems knows 
that machines are sometimes as temperamental as a 
prima donna and that more than power is necessary to 
make them turn out perfect packages. 

Generally speaking, the two fundamental points to 
consider in choosing a label from a production stand- 
point are the kind of paper to be used and the design to 
be printed on the paper. Fortunately for the produc- 
tion men there are not many labels printed on coated 
papers. They take color print work beautifully, and are 
very attractive to the sales department for this reason 
and would be to the buying public, if they should reach 
them in as good condition as when they left the printing 
press, but the production man knows there are several 
reasons why they do not. First of all, there are sharp 
corners and bends to a rectangular package where a clay 
coated paper will crack when bent around them, if it does 
not crack somewhere along the line of feed in the labeling 
machine, and a crack in the clay coated label shows up 
like a crack in a plastered wall. 

In the case of the tubular package with a top and 
bottom cover, the label must have moisture applied to it 
in order to shrink to the tube and compensate for the 
difference in diameter of the body of the tube and the 
diameters of the top and bottom covers. The clay 
coated label cannot be moistened successfully and retain 
its appearance. 

Sized and super-calendered book paper also takes well 
to good ink colors presenting a bright label but it does 
because, as its name implies, it has plenty of sizing and 
calendering making a hard surfaced sheet of paper. 
This hard surfaced sheet of paper which shows up the 
printing so well is somewhat difficult to wrap for the 
very reason that it is hard surfaced, thus preventing the 
glue from readily absorbing and having a tendency to 
make the label curl back at the finish lap, particularly 
on the tubular package. 

I am not saying that this paper cannot be used nor am 
I saying that clay coated paper cannot be used, but they 
do present difficulties with a tight wrapped package 
especially when these packages are being ejected from a 
machine at a high rate of speed. 

If the production man had no conscience, he might 
recommend ordinary news print for it would be the easi- 
est paper to handle from a labeling viewpoint, but he 
realizes that appearance must go with the job and that 
color plays an important part in the appearance of the 
package. Therefore, he compromises and says to use a 
machine finished paper with just enough sizing in it to 
make the color work show up. Right away the sales and 
advertising departments object because it is going to be 
a dull looking package, but if the ink is right and the 
color and design are judiciously employed, an attractive 
package is produced; and far better a perfect package of 
this sort than a bright clay coated label full of cracks or a 
label with a feather edge at the finish lap. 

(Please turn to page 76) 








No More Clips 


a 


Clips on tubes will soon be a thing of the past—all 
the troubles and expense of this unsatisfactory closure 


are no longer necessary. 


The Kiefer Clipless Closure (patented) gives you a 
tightly closed, handsomely finished tube without a 
clip. Will save every user thousands of dollars every 


year. 


The new Kiefer Tube Filler and Closer is the product of six years study and experiment- 


ing to eliminate troubles of tube filling and closing. It has been accomplished in a master- 


piece of mechanical perfection. 


This machine has not been offered to the trade until four machines were in daily use 
giving 100% satisfaction, and demonstrating the great advantages and mechanical superi- 


ority of this machine. Owners are enthusiastic over this great invention. 


The Kiefer Impacta method of filling (patented) packs the tubes solidly and without 


smearing. No air bubbles. No need of wiping tubes. 


Compare a Kiefer closed tube with the best clip-closed tube there is and you will find 


the Kiefer closure just as tight. 


Compare the Kiefer closure with any other tube closed without a clip. Squeeze them— 


the Kiefer closure will hold. Nothing can compare with this ingenious method of closing. 


Write now for sample tube and full details of this machine. Everyday you use clips you 


are throwing money away. 


The Karl Kiefer Machine Company 
Cincinnati, Ohio 


FEBRUARY, 1931 
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Trade Literature 
@ WRAPPING MACHINES 


AUTOMATIC MACHINES FOR CRUSTLESS CHEESE AND BUTTER. 
A new catalog covering cheese wrapping machines, butter packag- 
ing machines and other equipment for packing alimentary prod- 
ucts. The several machines are described briefly and illustrated 
and include hand-wrapping, semi-automatic and full automatic 
wrapping equipment as well as filling, labeling and banding ma- 
chines. KusSTNER BrotHers & Co., Lrp., GENEVA, SWITZER- 
LAND. 


@ WEIGHING EQUIPMENT 


THE HOWE SCALE CoMPANY OF RUTLAND, VERMONT, has issued an 
interesting booklet covering the Weightograph. The Weighto- 
graph, which is claimed as the most modern automatic indicating 
instrument, can be attached to any type of beam-operated scale 
from dormant warehouse to railroad track scale. When so at- 
tached converts the beam to an automatic scale. This is accom- 
plished without disturbing scale or discarding anything but one 
beam stand which is replaced by the Weightograph. The Weighto- 
graph is the only electrical illuminated indicating device on the 
market, and employs the principle of optical magnification for 
projecting the operation of the scale instead of mechanical multi- 
plication as in other automatic indicating devices. Many promi- 
nent and extensive users the country over are claimed for the 
Weightograph. 


@ FACTORY AND OFFICE EQUIPMENT 


ANGLE STEEL AND SHEET METAL EQUIPMENT. A new catalog 
covering the entire line of steel equipment for office, shop and 
factory use, manufactured by the Angle Steel Stool Company, 
Plainwell, Mich. Condensed in a 32-page edition, the line, in- 
cluding 30 new patterns, created to meet up-to-date requirements, 
are illustrated and described in detail. Each page carries illus- 
trations, descriptions and prices of six items. 


q 


“COMPAKT” MENDING KIT FOR DEPARTMENT STORES 
ANDaSPECIALTY SHOPS, SOLIDLY CONSTRUCTED OF 
METAL COVERED WITH FANCY MATERIAL AND 
PACKED IN A HIGHLY FINISHED JEWELER’S BOX. IT 
HOLDS A PAIR OF SCISSORS, A_NOVELTY CASE 
CONTAINING 30 GOLD-EYE NEEDLES OF VARIOUS 
SIZES, 11 SPOOLS OF DARNING SILK, 22 SPOOLS OF 
THE BOX ISA 
PRODUCT OF THE FARRINGTON BRANCH OF THE 
.. AND THE PACKAGED SET 
IS FROM THE BELDING-HEMINGWAY CO. 


SEWING SILK, AND A THIMBLE. 
DENNISON MFG. CO 
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@ BOX COVERINGS 


BowboINn CLOUDLETS, a new line of Cloud Papers from the Pejep- 
scot Paper Company, 42 Broadway, New York. The sample 
booklet, just issued, shows five unusual effects in distinctive color 
combinations. 


Mosaic, from the Hampden Glazed Paper & Card Co., Holyoke, 
Mass., is the latest paper from the company’s line of modern box 
coverings. In effect a mosaic pattern in dainty colors, it has been 
brought out in keeping with the vogue for delicate pastel treat- 
ments. 


PERFECTION Box COVERING Papers. Sample Book No. 3 in- 
cludes a complete and compreherisive group of papers, covering a 
multitude of designs and color combinations. These papers are 
supplied in 30-in. rolls without extra charge for the additional four 
inches in width. Included with this sample is a schedule of the 
new lower prices. Two hundred and fifty-two stock items, em- 
bracing designs and color combinations for holiday and staple 
requirements, are shown Roya Carp & PAPER Co., 11TH AVE 
& 25TH St., NEw YorK. 


A NEw SampLeE Book of Collins Velumet paper has been issued by 
the A. M. Collins Manufacturing Co., 1518 Walnut St., Phila- 
delphia. Nine sparkling colors, eight attractive embossings are 
incorporated in the new line, making seventy-two choices in all. 


K. D. Gop No. Au 240 is a new sample booklet of gold bronze 
papers from the Keller-Dorian Paper Co., Inc., 110—5th Avenue, 
New York. Nineteen samples are shown, only one being plain, 
the others embossed in moire and floral effects. 


Nvu-Art ToNE PAPER Coverincs from Chas. W. Williams & Co., 
303 Lafayette St., New York, incorporates two new Cathedral 
motifs, one embossed. The latter comes in 17 striking, 3-color 
combinations, three of which employ gold, another three silver. 
The surface printed Cathedral motif line comes twelve 3-color 
combinations. The lines in this instance are subdued in tone, 
striking a most effective and pleasing note. 


q 
















(Courtesy Notion and Novelty Review) 
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COLORS 


THAT COMPETE | 


It’s an age of color. Business, in 
the keenest race of competition 
in the history of the world, has 
come to recognize the tremendous 
influence of an attractive color- 
ful package. How does your pack- 
age compete? Is it somber, un- 
interesting, colorless? Or does it 
flash its appeal from the shelves, 
demand attention, urge pur- 
chase? Heekin Lithographed 
Cans are helping to increase sales 
of many of America’s most suc- 
cessful products. Heekin, you 
know, mixes and grinds all its 
own colors. Better effects are 
possible, and more attractive 
containers. Heekin Lithography 
can give distinctiveness and sales 
appeal to your product. We 
would like to help you design 
your new package. 


THE HEEKIN 
CAN COMPANY 
CINCINNATI 
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MACHINERY 
AND 
EQUIPMENT 


New Electric Glue Pot 


Two outstanding improvements are incorporated in 
a new model ‘Hold Heet”’ automatic electric glue pot 
recently announced by the Russell Electric Company, 
340 West Huron St., Chicago, Ill. First, the employ- 
ment of heavy boiler plate construction on the outside 


NEW MODEL 

AUTOMATIC 

EEEC TRIC 
GLUE POT 





so that it is practically impossible to wreck or injure 
them no matter how much they are abused; second is 
the new contact thermostat which regulates direct 
from the glue chamber temperatures rather than from 
the air temperature between the walls, as has been 
customary in glue pots in the past. With this new 
control it is claimed the temperature of the glue is 
maintained within one degree at all times. Depend- 
able, uniform results are always obtained. 

These glue pots are made in the standard sizes of 1, 
2, 4 and 8 quarts and retail at $14, $17, $24 and $36, 
respectively. 

The advantages claimed for ‘“‘Hold Heet’’ automatic 
glue pots are as follows: Glue always at proper tem- 
perature and the right consistency; temperatures held 
within one degree, no possibility of overheating or 
spoiling glue; no water jacket to boil dry or need re- 
filling; minimum evaporation of water from glue— 
minimum skum; no special wiring needed—12 one- 
quart pots operate on an ordinary wall outlet circuit; 
always ready. 
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Foil Removing Machine 


Removing foil from returned empties has been one of 
the bottlers’ biggest problems since the adoption of this 
material in finishing his packages. Unquestionably the 
use of foil has done much to improve the appearance of 
bottled carbonated beverages and has further been a 
means of enabling the bottler to present to his trade his 
best seller in an improved attractive package. How- 
ever, the question of removing the foil, readily, has fre- 
quently acted as a deterrent to its adoption and use. 

A foil remover, recently placed on the market by the 
Edward Ermold Company, Hudson, Gansevoort and 
13th Sts., New York City, is said to offer a solution of 
this problem and permit the bottler to readily remove 
foil from his returned empties so that with this opera- 
tion done before the bottle is introduced into the soaker, 
it is possible for him to receive from his cleaning equip- 
ment a clean sanitary package. 

The operation of removing foil with this machine is 
exceedingly simple. The bottle is placed on a rest 


THE NEW 
FOIL RE- 
MOVING 
MACHINE 





moved on to a guide pin, which at the same time acts as 
a stopper to prevent any of the removed foil from enter- 
ing the bottle. The bottle is pushed in to the revolving 
head which instantly removes the foil and the operation 
is completed. The principle employed in removing the 
foil is original and practical as well as being exceedingly 

















The American Chicle Company knows 


it can rely on these time-tested wrapping machines 
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The machine wrapseach 
stick of gum in foil, and 
bands it; then counts off 
five sticks and bands 
them, making the famil- 
iar 5¢ package. Only one 
operator is needed for 
each machine. 


The American Chicle Company, like other pioneers in Ey, 
the package goods field, has used our machines since the 
very inception of machine-wrapping. As their production 
has speeded up and other wrapping problems developed, 
our equipment has kept pace with their requirements. 

Factory superintendents say that Package Machinery 
Company machines are remarkable for their dependability, 
long life, economy of time and material ...and the way 
in which they are designed to fill exactly the individual needs 
of the manufacturer. 

Are you trying to secure faster production . . . lower costs 
... better wrapping methods? Consult us—solving problems 
built our business. 








987% 


98% of the concerns in the 


PACKAGE MACHINERY COMPANY chewing gum business use 
Springfield, Massachusetts our wrapping machines. 
New York Chicago Los Angeles 


London: Baker Perkins, Ltd. 
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CKAGE MACHINERY COMPANY 
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Over 150 Million Packages per day are wrapped on our Machines 
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efficient as those parts which actually remove the foil 
are made from hardened material which makes them 
wear resisting. 

A '/,-hp. motor drives the machine and the same can 
be equipped with either A.C. or D.C. according to the 
current available. The machine operates noiselessly, 
and occupies a space (without the stand) of 15 in. x 
36 in., including the motor. The shipping weight, with 
stand, is 190 Ibs. 


Packaging for Frozen Foods 
By W. F. HOWELL 


Secretary, Robert Gair Company 


The dynamic expansion of the frozen food industry 
and the widening use of corrugated boxes for products 
which normally go into cold storage have resulted in 
the development of a new moisture-proof gummed tape 
known as “‘Gairtite,”’ to protect such containers against 
the deteriorating effect of humidity on tapes now in use. 

This may be said to be the first real development in 
gummed tape since this type of shipping container has 





BOX SEALED WITH ASPHALT TAPE, 
OUTER SURFACE PARTLY TORN AWAY 
SHOWING UNBROKEN FILM OF AS- 
PHALT WHICH PERFORMS THE SERV- 
ICE DESCRIBED 


been on the market. The vertical ‘‘manufacturer’s 
joint’’ on these boxes has been closed with ordinary 
gummed fabric for so long that this method had been 
accepted as impossible of improvement. Perhaps it 
would have been left that way indefinitely had it not 
been for the sudden development of frozen products in 
merchandising methods. This new factor has brought 
with it the now familiar accompaniments of low tem- 
peratures, carbon dioxide ice and insulation. In 
terms of efficiency per dollar, the corrugated box stands 
almost alone as the ideal insulated container for these 
foods, but in order to follow through it must eventually 
be handled or stored in refrigeration. Here the low 
temperatures usually mean damp atmospheres and 
even slight condensation on the outside of the con- 
tainer. 
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The corrugated board itself has already learned to 
resist this dampness by the use of so-called ‘barrier 
board,”’ having an unbroken film of odorless asphalt 


buried in it just under the surface. It was found, how- 
ever, that as soon as the relative humidity passed 85 
per cent, this moisture penetrated the cambric tape 
and softened the glue so much that the tape often 
dropped off from its own weight. This became so 
prevalent that shippers of apples in corrugated cases, 
for instance, often had to adopt the expedient of paint- 
ing the surface of the tape with hot paraffin. 

Expedients, however, force the development of 
permanent solutions, and in this instance the answer 
was odorless asphalt—probably the most efficient and 
economical of all moisture-proofing compounds. The 
difficulties of doing this, however, were many since 
asphalt is not only unsightly but also sticky under 
certain conditions. The trick was finally accom- 
plished by burying the asphalt film between cambric 
and gummed kraft paper. The cambric furnishes 
resistance to tearing while the paper contributes both 
tensile strength and a surface for gumming. Of course, 
obstacles were encountered, such as penetration of the 
asphalt to the surface, excessive stiffness of the du- 
plexed sheet and others, but nearly a year of study 
and experiment finally solved all these problems so 
that today thousands of cases are, in shipment or 
refrigeration, using this material, and with no instances 
of the tape coming off, even in atmospheres almost 
completely saturated with moisture. 

At first, some doubts were felt that moisture might 
penetrate sideways under the edge of the tape and 
soften the glue. Test boxes were accordingly exposed 
to excess moisture over different periods of time until 
mould had begun to form on some of them. Even 
then the tape was as firmly attached as when first ap- 
plied. Apparently this softening action on ordinary 
tape comes entirely from the dampness striking 
through the cambric itself. 

The development of this tape opens up attractive 
possibilities for ocean shipments in corrugated con- 
tainers. Sea air and the condensation in the hold of a 
ship often play havoc with plain tape, particularly in 
the tropics, such as the West Indies and through the 
Panama Canal. Shipments to these latter points are 
everyday occurrences, but there is no doubt that 
moisture-proof tape will contribute a great deal to the 
fast approaching adoption of these light weight durable 
containers for transatlantic shipments. 


Sealing Tape for Cellulose Sheeting 


A transparent cellulose adhesive tape, designed 
especially for sealing moisture-proof cellulose sheeting, 
known as ‘‘Celloseal’’ tape is manufactured by the 
Minnesota Mining & Manufacturing Co. of St. Paul, 
Minn. This company is the inventor of ‘‘Wetordiz,” 
the original water-proof sandpaper which is said to be 
responsible for the perfect finishes on motor cars. 
When colors were introduced in motor car finishes this 
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company invented Scotch marking tape, a creped 
paper adhesive tape of flexible construction, now gen- 
erally used by automobile manufacturers and re- 
finishers to secure perfect work in color division in two- 
tone printing. 

The sealing of transparent moisture-proof cellulose 
sheeting has presented a serious problem in that no 
successful sealing agent was available. In the develop- 
ment of Celloseal tape there is said to be produced 
a product which is equally efficient in sealing normal 
cellulose, isinglass, glassine paper, celluloid, etc. It 
will stick to any clean, dry surface and requires no 


moistening. This tape can be used for sealing trans- 





parent wrappers of meats, confectionery, bakery goods, 
textiles, food products, as well as for the repair of torn 
maps, tracings, blueprints, book pages, sheet music, 
etc. It is available in colors—red, green, blue and 
black, as well as the transparent tape. 

Further advantages claimed for this tape are that it 
does not transmit taste or odor to food products, has a 
permanent high gloss finish and packages sealed with 
celloseal do not loosen. : 

It comes in 72-yard rolls, standard sizes, 1/4 in., 1/2 in., 
8/,in., 1 in., 1'/2 in. and 2 in. Special sizes to order. 

The illustration shows a device for quickly dispensing 
Celloseal tape, and the manner in which it may be 
applied to a package or wrapping. 


New Coating for Collapsible Tubes 


A new development in coatings for collapsible tubes— 
a nitro-cellulose lacquer—has been announced by the 
Bond Manufacturing Corporation, Monroe and 5th 
Sts., Wilmington, Del. The advantages claimed for 
this are as follows: high resistance to alkali; freedom 
from cracking, even after long periods of time; reten- 
tion of adhesion and gloss on lead tubes particularly, 
and retention of color. 

Its resistance to alkali should be of particular interest 
to manufacturers of shaving creams and tooth pastes. 
All of the most strongly alkaline of these can be rubbed 
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on the coating without affecting it. Furthermore, it 
will not have the dilapidated appearance that tubes get 
when left on the washstand. Lead tubes, coated with 
it, have the appearance of tin tubes, do not crack in 
bending, nor lose their gloss and whiteness. 


Transparent Bags for Textiles 


Specialty paper bags which enable the customer to 
see the contents within the package offer several ad- 
vantages, principally those of visibility and protection 
from handling. An innovation in this type of bag is to 
be found in the new “Clearview” bags, suitable for 
hosiery, cravats, shirts, etc., manufactured by Thomas 
H. Royal & Co., Philadelphia. These bags are made 
in various sizes and in such a way as to permit a 
complete front view of the object enclosed. The trans- 
parent cellulose ‘‘facing’’ extends part way around the 
back of the bag, and the connecting strip or back may 
consist of plain or decorative paper. The face of the 
bag carries the trade mark or other designation of the 
enclosed goods, printed directly on the transparent 
cellulose. 


q 


Moisture-proof Cellophane as used by many of the 
leading fruit packing concerns for the packaging of 
dried fruits and nuts was shown in a recent display at 
the Du Pont products exhibit on the Boardwalk at 
Atlantic City. In a typical fall setting that suggests 
the bounteous crops which may be preserved for 
winter use are shown the packages of stuffed and pitted 
dates, figs, peanuts, assorted nuts, Hindu cashew nuts, 
prunes, peaches, apricots and other dried fruits. 
Represented in the display are the following firms: 
Roeding Fig and Olive Co., Fresno, Cal.; Rosenberg 
Bros. & Co., San Francisco, Cal.; Smyra Imports 
Co., Inc., Acme Fruit Packing Co. and Northwestern 
Supply Co., New York City; Van Dyke Reeves, Inc., 
Brooklyn, N. Y.; Planters Nut and Chocolate Co., 
Suffolk, Va.; Bordo Products Co., Illinois Nut Prod- 
ucts Co., and the United Fig and Date Company, 
Chicago, Ill.; Queen Anne Candy Co., Hammond, 
Indiana; W. H. Marvin Co., Urbana, Ohio; Kelly 
Company, Cleveland, Ohio; E. F. Kemp, Somerville, 
Mass., and Liberty Cherry & Fruit Company, Coving- 
ton, Kentucky. 


q 


The C. R. Whiting Company, Inc., of Newark, N. J., 
are bringing out an attractive line of decorative 
blended effects in box cover papers. These come in 
various colorings and designs, suitable for many types 
of boxes. New attractive designs in special raised- 
print process are also included. Another item which 
the company will feature is an attractive Fox-Fur 
grain in brown and gold. 











The Standardized 


CONSTANT MOTION CARTONER 


Will carton bottles, jars, tins, collapsible tubes, etc., at a speed of 50 to 150 
per minute as may be desired. Direction sheets, advertising circulars 
and corrugated board liners are fed, folded and inserted with the loads. 








EFFICIENCY 
All materials are carried along smoothly but positively with the flowing 
motion of the machine. Stops for any cause have been reduced to a mini- 
mum. All operations are performed ‘‘on the run.”’ There is no pause, no 
jar, no vibration. The work turned out is of the highest quality. 


SIMPLICITY 
With all its superiority in performance, the Constant Motion Cartoner 
is simple both in construction and in operation. Nearly all cams have 
been eliminated. All parts are easily accessible. Any part, or group of 
parts, can be removed and replaced within fifteen minutes. 


LONG LIFE 


Wear has been reduced to the vanishing point. With only a fraction of 
the care necessary in the maintenance of the old type cam operated ma- 
chine, the Constant Motion Cartoner should last a lifetime, at full 
efficiency, without major repairs or replacements. 


SPEED 


The Constant Motion principle has made it possible to double the speed 
at which the packaging operation is performed. No matter what the nature 
of the package may be, the Constant Motion Cartoner will produce it at 
twice the speed obtainable with the old style, cam operated type of machine. 


EFFICIENCY—SIMPLICITY—LONG LIFE—SPEED 


These are the requisites of modern industrial machinery, and in these 
attributes the Constant Motion Cartoner excels. 


Never Before So Much Work With So Little Mechanism 


R. A. JONES & COMPANY, INC. CINCINNATI OHIO 
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How VELVET Lining Material 
Is Made for Boxes 


The attractive appearance of velvet, corduroy and 
moleskin lining in small packing cases is about as valu- 
able an asset from a commercial point of view as any 
other feature in the design or construction of the box. 
But these fabrics are not chosen so much for their 
beauty and lustrous looks as for their softness and 
adaptation as a lining material for boxes in which a 
feathering of some kind is needed. In the old fustian 
days velvets were made mostly black, with a pile that 
appeared soft and velvety, but almost always was too 
harsh for use as lining material for small jewel and 
trinket boxes and miniature valuables in general. 
Tabby velvet was one of the first kinds of fine velvet on 
which a downy pile was produced. But it was racey in 
appearance because of the tunnel-like structure of the 
pile and did not make a satisfactory lining for boxes. 
Modern velvet is woven with the pile threads floated 
over the ground threads in such way that when the 
walls of the floats are cut the pile assumes a level in- 
stead of a ridged state, except when it is desired that 
the material be of the corduroy type, and then the cut- 
ting is purposely arranged to produce the ribs. The 
twill back Genoa velvet became popular because of the 
depth of its pile and consequent softness. Even now 


The second of a series of articles, of practical value 


By George Rice 


structure as upon the mechanical arrangement of the 
threads. Most modern velvet possesses these features, 
unless it is of a low grade, and is capable of forming an 
excellent bedding for any object. Furthermore, mod- 
ern velvet, even though it is not made of silk, mohair or 
camel hair, does not have the rusty appearance com- 
mon in velvets made years ago. The mechanical con- 
struction of modern velvet not only gives a better drap- 
ing condition to the fabric, but its backing is more firm 
so that the pile is held more securely in place. The 
flimsiness of old-fashioned velvet is absent. The pile is 
lashed in firmly without making the structure stiff. 

In the weaving process the pile loops are made intact 
and then cut open so that myriads of fibres stand out, 
each reflecting the light and giving richness of color and 
depth to the material. These features are valuable in 
a box lining. Velvet gives the best results for lining 
purposes if the pile is of average height. The long pile 
velvets soon lose their glow because the pile fibre flattens 
and becomes out of alignment, thereby causing a differ- 
ent light reflection from the varying angles. Any pile 
that will appear to be lighter in shade after the hand 
has pressed it is hardly suitable for box linings. If the 
pile is too short, it lacks the cushion-like state which 
is desired for the packed object to rest upon. 
Therefore, the average pile height usually is 
chosen. 


to box manufacturers and users, which relate to 


various lining materials, their composition, ad- 
Some of the simpler 
tests which may be applied to determine quality, 


vantages and adaptability. 
durability and finish are given. 


it is used for lining boxes, but has fallen off in favor 
somewhat because the pile has a tendency to press and 
pack and does not stand up as well as some of the other 
velvets in service. 

A suitable velvet pile fabric for box lining purposes 
should be constructed with a pile that will recoil when 
it is bent or crushed. Its springy condition depends 
as much upon the nature of the material used in the pile 
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Presumably, most velvets are manufactured of 
natural silk, obtained from the cocoon of the mul- 
berry silkworm. Actually, but a low percentage 
of silk velvet is made of pure silk. If it were, it 
would be too costly to use for box linings except 
for diamonds and rich articles. Artificial silk is 
so well produced by chemical means that silk velvet can 
be made with it and possess practically all the silkiness, 
softness and elasticity of real silk. There is also cotton 
velvet which is likewise skillfully made and fills the re- 
quirements of box lining material very well, except that 
it does not hold its color if the boxes are displayed in a 
show window with the boxes open. Cotton velvets are 
made of long fibred stock so that the pile retains its 





Sliced bread has met with a favorable reaction in every 

















This Is the New Brightwood 
Machine with Under-feed 


Its durability and adaptability will help solve 
your production problems. A sturdy, speedy 
machine, which easily accommodates product 
and package changes with utmost efficiency 
and economy. 


459 WATERTOWN ST., 


NEWTONVILLE 





market where it has been offered, bakers reporting large 


increases in sales since it was introduced. 


HE New Brightwood Automatic Paper Box 

Machine is used and endorsed by representative 
manufacturers because—IT WILL PRODUCE 3000 
to 3600 pieces per hour from plain or printed, 
creased or scored, manila, news, chip or straw 
board of any reasonable thickness; and a wide 
variety of sizes and styles—such as bread trays, 
screw boxes, shoe boxes, egg cartons, and food 
containers from one ounce to one pound. 


IT REQUIRES only one operator, practically no 
repairs; less than 114 horse power; floor space 
six feet square; about thirty minutes to make 
changes; a minimum quantity of cold-water gum; 
no tape, wire or tin. IT IS THE BEST INVEST- 
MENT a paper box maker can find. 


Write today for further information on the Bright- 
wood machine as applied to the manufacture of 
bread trays and to many other types of boxes. 


U. S. AUTOMATIC BOX MACHINERY CQO. 


BOSTON, MASS. 
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shape under various packing conditions and does not 
pull out and shed as is the case when the fibre is short. 

There is considerable mohair and camel hair velvet in 
use and this also makes an efficient lining for boxes even 
when the base structure is composed of cotton. Real 
silk velvet is the best, but its price is prohibitive and 
therefore cotton, mohair or mixed fibre velvets are used 
instead. 

Corduroy does not differ very much from velvet in 
mechanical construction, except that usually the ma- 
terial is coarser and the pile cut so as to form furrows 
instead of a solid, even surface. Corduroy often is used 
for lining purposes because of its durability. Like the 
velvets, corduroy sometimes is made with embossed de- 
signs when a lining material is desired. This is true 
also of moleskins. 

The kind of moleskin referred to is not the skin of the 
animal known as the mole, but simply a scientific imita- 
tion of the fine, silky, smooth skin of the mole manu- 
factured in a silk, cotton or mohair factory. The pile 
of the fabric resembles the flowing and glossy fur of the 
mole. It is not a high pile, although deep enough to 
furnish a comfortable resting place for an object or a 
number of objects in a container. Linings for pipe cases 
often are made of this mill-manufactured moleskin. 
Recently a rayon-pile transparent velvet has come into 
use, called transparent because of its glassy glow. 
Other forms of synthetic velvets are on the way, some 
samples of which we have seen, so that the selection of 
velvet lining material is widening in scope. 


Another Production Man Speaks 


(Continued from page 64) When it comes to design, the 
average production man can appreciate the psychology 
used by a smart designer to make the package look its 
size but there are still many people who cling to the 
notion that every design must be enclosed in a beau- 
tiful picture frame panel, even going so far as to enclose 
the printed matter found on the sides of many packages 
in a frame. 

Every time this is done it means that the machine 
operator must make the label register perfectly on the 
package or the inspector is going to turn it down, because 
if the frame is crooked the whole package looks lopsided. 
True, the operator should center every label on his pack- 
age and the inspector should reject the imperfect label- 
ing, theoretically at least, but actually neither the ma- 
chine nor the inspector is always 100 per cent, and the 
buying public may be 101 per cent critical and can detect 
the imperfection instantly whereas it takes a trained 
eye to detect slight imperfections in centering a label 
where no frame is used in the design. 

Lines that run straight across a label should also be 
avoided where possible, because if the label is not exactly 
straight on the package, the line will not meet properly at 
the joint between the start and finish of the label on the 
package. 
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When you recall how slowly a paper hanger has to 
work in order to match up his strips of wall paper one 
with another in papering a room so that the design does 
not reveal where the strips are joined, you can appreciate 
what the machine operator has to contend with in pro- 
ducing packages at eighty per minute and doing the 
same thing. 

There is a trend in modern packaging to employ solid 
color backgrounds and avoid panels in order to make the 
package look its real size and this is indeed a break for 
the production man. However, I dare say that it was a 
coincidence as far as limiting production problems was 
concerned. In re-designing your old package or when 
contemplating a new package, call in the man who has to 
work with the label and get his slant of the thing as well 
as the artist’s and sales manager’s and advertising man- 
ager’s and you will keep a lot of labels out of the waste 


paper baler. 
EDWARD SHEEHY, JR. 


img ng Methods for 


Special Occasions 


(Continued from page 36) decorativeness. The boudoirs 
of our fair sex should be highly improved because of 
their use. A box was designed for each article sold in 
the Miller stores, all retaining the same lines of con- 
struction and color scheme. As the photograph on page 
36 illustrates, these boxes are in the form of a 
portfolio and include in each of the four color combina- 
tions one for hosiery, for bags, buckles and finally the 
ensemble box. The color combinations are some of the 
most striking we have seen in many a day—metal 
silver and black velour paper with either American 
beauty red, orange, green, blue or pink velour paper. 
A tight snap keeps the box firmly closed. |The arrest- 
ing appeal of these boxes is instantaneous, the desire to 
possess one irresistible and the pleasure derived from 
their constant use at home is lasting. They are an 
achievement in package design. 

The Peck and Peck packaging methods, on the other 
hand, are gems of originality, and to those to whom the 
Volstead law is an abomination, welcomed, we have no 
doubt, with impish glee. Though their function de- 
parts from any suggestion of re-use or utility, save for 
party and practical joking purposes, their sales building 
qualities are indisputable. The very chasm of differ- 
entiation between the products for which this house is 
noted and the packages displayed immediately strikes 
the eye of the passers-by. Their appeal is unmistak- 
able, and this is given added strength by the faithful 
reproduction in papier mache of a genuine quart of 
champagne. These bottles as well as the printing of 
the labels is the work of German concerns. 

The silver paper used in the I. Miller boxes is from 
Artcote Papers Inc:, and the velour a product of the 
Keller-Dorian Company. 
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|} AN ADHESIVE FOR EVERY |: 
MACHINE OR HAND OPERATION |: 


SLOW DOWN 
THE BAND- 
WAGON— 


the elephants can’t keep up! 
Is that the cry in your organ- 
ization? Are out-of-date 
methods of packaging hold- 
ing back the sales band- 
wagon? Then turn to 


SERVICE 


for help. We will send aman 
not only familiar with ad- 
hesives, but one who makes 
it his business to keep abreast 
of the times in regard to new 
style packages, new equip- 
ment and new methods. 


No obligation of course. 
Write today. 


NATIONAL 
ADHESIVES 


CORPORATION 


Executive Offices: NEW YORK 


WORLD'S LARGEST PRODUCER 
OF ADHESIVES 




















Burpee Seeds were one 
of the first products 
to be packed on Brown 
Automatic Machines 


Nearly forty years have passed since the first 
Burpee Seeds rolled through one of our auto- 
matic packeting machines. Since that time 
every Burpee Seed that finds its way into 
gardens from Maine to California has been 


| packeted on our machines. This long con- 
_ tinuance of business relations expresses glowing 


testimony to our automatic packeting machines. 


Now candies, salted nuts, cocoa and other free- 
flowing products are being successfully packeted 
on our machines. 

Whether you use packets merely for sampling 
your product or as the selling container, you 
will be interested in our new catalog which 
shows the various uses of our machines. Re- 
quest Catalog P-34. 


ROWN 7) 
B SS ieee 
PACKETING MACHINE 


THE BROWN BAG-FILLING MACHINE COMPANY 
Fitchburg, Massachusetts, U. S. A. 
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Packaging—the Keynote of a 
Well-known Line 


(Continued from page 35) of newness, would con- 
siderably aid in toning up the line, and the new jar was 
expressly designed with this motive in mind. By its 
smart, modern appearance, its color effectiveness, the 
new jar subtly imbues the modern spirit in the other Les- 
quendieu packaged products when displayed together. 
Since from the company’s point of view the function 
of the new jar in its relation to the other products in the 
line is to add a decorative and toning-up touch for dis- 
play purposes, the outside carton is the standard one 
used on all Lesquendieu products. It will be of inter- 
est to.our readers, however, to know that no inside con- 
tainer; glass or otherwise, has been used to contain the 
cream. This is poured directly into the bakelite jar, 
the latest development possible with this type of con- 
tainer. Since the thread is on the inside of the jar, this 
fact holds a double significance as the cream has a 
tendency to get in the threads when filling the container. 


Packaging a Famous Line 


(Continued from page 58) ing them, labeling and the 
final packing in corrugated boxes. The greater pro- 
duction here is in the packaging of regular and skinless 
frankfurters, frankfurters and _ sauerkraut, pigs’ 
knuckles and sauerkraut, lambs’ tongues, dried beef 
(sliced) and sliced bacon. 

As throughout the other operations conducted by 
the company, its packaging work is characterized by 
extreme cleanliness. Every effort is made and main- 
tained to assure that the packaging materials used, as 
well as the methods of application, are such as to re- 
flect the high standards and qualities that are evident 
in all of the Gobel products. 


q 


The line of box papers manufactured by the A. M. 
Collins Manufacturing Company, Philadelphia, Pa., 
formerly distributed in the New York area by the George 
W. Millar Co., are now being handled direct from Phila- 
delphia. The company’s representative in the metro- 
politan territory will be Thomas A. Ross. 








Forerunners of 1931 Packages 
for Social Stationery 


(Continued from page 46) smartly executed borders of 
tan and gold placed on the small note sheets within the 
box. 

Another item, center left, is a miniature hinged box 
sturdily made so that it offers use at a later time as a 
container for trinkets on a well-appointed dressing 
table. Manufactured as it is in a deep green flint 
paper, it offers, as does most of the line, a long resistance 
to soilage and the possibility of practical package usage 
with any decorative color scheme. 

Completing the group is a box made with a blue flint 
covering for the lid which has been narrowed so that 
the beautiful silver body of the package shows below 
the lid to lend a brilliance to its appeal. As an addi- 
tional tie-up between the base and top of the package, 
the company name is embossed on a plain silver label, 
mounted on the box top. Filled with a fashionable 
size of novelty paper, which is bordered in blue and 
silver, the complete ensemble is a package appealing 
in every way. 

The whole series has been designed by the company 
to attract additional business to the dealer who em- 
ploys these boxes as table merchandise, and smartly 
displayed, should enable him to make quick turnover. 


Modern Display Racks 


(Continued from page 50) of the store. And since they 
do not require as much stock, at the same time 
making an equally attractive display, this releases 
for sale a lot of merchandise that would ordinarily be 
tied up in the window, as well as eliminating over- 
head losses due to damaged products and packages. 


q 


In order to provide enlarged facilities to meet the 
growing demands of their business, the Keller-Dorian 
Paper Co., Inc., have moved their display rooms to 
390—4th Avenue, New York. 











ready for insertion into your boxes. 


One man operation. 

Speedy, efficient and economical. 

You can reduce the cost of your partitions by its use. 
Full particulars on request. 


Formerly Self-Locking Machine Co. 


569-589 E. Illinois St. 
Cable Address: SELF-LOCK, CHICAGO 





Here’s a machine (Vailco No. 3) that cuts from the roll and assembles partitions 


All sizes of partitions completely locked—will not fall apart. 


PARTITION MACHINERY, INC. 





Chicago, IIl. 
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Waldron Embossing equipment is usually installed primarily for the purpose of improving the product—to give it a surface 
that will sell it. In many cases installations have accomplished the added advantage of substantially reducing operating 
and processing costs. What is it worth to you to attain either or both of these objectives? 


The Waldron engineering service is at all times ready to suggest and explain ways in which your 
production can be made more profitable. No obligation in requesting information or booklets. 


JOHN WALDRON CORPORATION 


MAIN OFFICE & WORKS, NEW BRUNSWICK, 'N. J. 
NEW YORK PORTLAND, ORE. 





CHICAGO 
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important ... its most im- 
portant part. 


Lace paper edgings and doilies 
can add to your boxes the final 
touch that means perfection. 
And the acme of perfection is, 
of course, to be found in the 
products of the 





U.S. Lace Paper Works 
163 UNION AVENUE 





A Preeminent Hotel of 


1200 Rooms each hav- 2 ne 2 BROOKLYN, N. Y. 
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culating Ice Water an ter The dauhtere Prddsese Co. 


‘many other innovations. 


ROOM AND BATH $3°° UP 
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WHEN ORDERING 


CORRUGATEDor SOLID FIBRE 








ROBERT GAYLORD, INc. 


GENERAL OFFICES~+~ SAINT LOUIS 




















A successful manufacturer of au- 


tomatic packaging machinery | 





with a_ well-established business 


would consider purchasing for 











cash the patents of efficient ma- 
chines related to automatic 
packaging. . 
Address— 
ATLANTIC CITY N.dJ. 
BOX 202 Extraordinary Reduction in Rates 
MODERN PACKAGING ee 
Without Meals With Meals 
11 Park Place $ 2.50 Daily per Person $ 6.00 Daily per Person 
35.00 Up Weekly for 2 70.00 Up Weekly for 2 
New York, N. Y. wits cies 
American or European Plan 
Hot and Cold Sea Water in All Baths 
Complete Garage Facilities 
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Boxes That Make Sales 


Laced boxes give your customers every advantage in 
retail selling. To them, the use of strip laces is worth 
far more than the cost of application! And to you 
Milapaco Laces assure economy. They are uniform in 
quality, cleanly cut, easily separated and readily han- 
dled. You have a choice of many beautiful standard 
designs, as well as exclusive patterns for your clients’ 
own use. 
Samples will be mailed to you on request. 






Lace J Papers of Character 


REG. U.S. PAT. OFF. 
MILWAUKEE LACE PAPER COMPANY 
Gordon Place Milwaukee, Wis. 


























At right — two- 
station Harmon 
Sealer. Also 
made in three- 
and four-station 
units, or to suit 
your needs. 











Waerner your problem is better seal- 
ing with fewer losses—or greater output 
at less cost—the Harmon Sealer will 
solve that problem for you, as it has 
for others. 


You can seal from 1500 to 2000 con- 
tainers a day with one HARMON sealer— 
using an operator of ordinary skill. No 
turned-up box flaps or edges — no losses 
in transit—no customer complaints. 


With its greater speed—lower sealing 
costs — better sealing and fewer losses — 
the HARMON will soon pay for itself. 
Request complete details. Use coupon! 


THE HARMON SEALER, INC. 
4017-19 W. Lake St., ? 
~ 





CHICAGO, ILL. 
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Morrison Perfection Bottom Stitcher 


“SUPERS” WITHOUT END! 


Everything nowadays is super-this, super-that, 


super-men, super-service, super-machines! 


And, disdaining such self-praise as being not only un- 
true but actually silly, we have never claimed or per- 
mitted anyone to claim for the Morrison Perfection 
anything but a good dependable wire stitcher of low 


operating cost and high production. 


And, if that’s what you are seeking, MORRISON has 


a Perfection Stitcher suited to your requirements. 


THE J. L. MORRISON COMPANY 
GENERAL OFFICES AND FACTORY 
NIAGARA FALLS, N. Y. 


445 King Street, West 
TORONTO, CANADA 


116 West Harrison Street 
CHICAGO 


424 West 33rd Street 
NEW YORK CITY 








LABOR AND 


Your label is ap- 
plied accurately and 
cleanly to the pack- 
age on a Burt La- 
beler. The labelers 
operate automat- 
ically at fast pro- 
duction speeds and 
are mechanically 


dependable. 





BURT MACHINE CO. 


MAIN OFFICE and PLANT, BALTIMORE, MD. 





| 


a 


ARE SOLVED BY BURT 


If You Are Interested —\Write For Further Information 


At the same time 
labor costs are cut 
considerably with 
Burt Labelers, since 
they require a min- 
imum of watching. 
There's no need 
for a host of em- 
ployees to watch 
this machine while 
it operates. An oc- 
casional inspection 
will suffice. 





Sales Offices: New York, Chicago, and San F. 
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DISTINCTION 


In modern merchandising 
plans the design of the 
package plays an important 

Packages decorated 
the Peerless Process 
achieve distinction and win 
consumer preference. 

Any box maker who has 
a Thomson National press of 
the Colt's Armory or Laure- 
ate type can produce dis- 
tinctive box tops by the 
Peerless Process. For infor- 
mation and samples of em- 
bossed box tops write to 
Peerless Roll Leaf Company, 
Inc., 915 New York Avenue, 
Union City, N. J. Branches 
in New York, Boston, and 
Chicago. 


THE PEERLESS PROCESS 


For Decorating Distinctive Packages 




























Enjoy Washington’s Birthday 
at Atlantic City with us! 











An Entire Block on the Boardwalk, 
between New Jersey Ave. and St.Charles Place. 


» AMERICAN and EUROPEAN PLANS 
SUN DECK 


The largest and longest on the Boardwalk. 
Occupying an entire city block directly facing 
the ocean. The foremost point at sea, in 


Sea Water Baths 
Concerts Daily 








ATLANTIC CITY 


Good food and good fellowship make 
The St. Charles Grill famous! 











Free to fibre box users 





If you use flat stapling wire for sealing 
fibre boxes you are invited to send for 
a free five-pound sample coil of Silver- 
stitch. 


Silverstitch has the following three 
features that speed production and help 
make better, stronger shipping pack- 
1. Accurate in temper, width, 
2. Made in continuous 


ages: 
and thickness. 


length five and ten pound coils. 3. A 
galvanized finish that resists rust 


five times longer than coppered finish. 


Our offer enables you to try Silverstitch 
in your own plant without cost. Send 
for your sample coil today. 


ACME STEEL COMPANY 


General Offices: 2832 ARCHER AVENUE, CHICAGO, ILL. 








Reg. U. S. Pat. Office 
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20 years of 


PEERLESS TUBES 


tig quote Dr. Bengue—‘‘During the last twenty 


years, you have made for us millions of pure tin 
tubes and indeed the use of your high grade collapsible 
tubes to carry our Baume Bengue has given us great 


satisfaction.” 


Need more be said? Need we discuss the pure quality 
of the tin tube which, plain as it is, always maintains 
its bright lustre, or the sturdy construction, or the 
flawless adherence to specifications, or the constant 
satisfaction derived from PEERLESS tubes? No, two 
decades of continued use for this fine medicinal prod- 
uct is sufficient to carry our point. 


Your product in a PEERLESS tube will gain all the 
advantages of “‘PEERLESS”’ tube construction and you 
have the satisfaction of knowing that 


PEERLESS TUBES PRESERVE AND OUTLAST THEIR CONTENTS 





hatever your product may be — 
wherever the plant in which it is prepared, you are assured of 
two-vital features when dealing with the American Can Company— 
sure, prompt services—the utmost in container value. Canco package 
design is modern and keyed to your market—Canco deliveries and 
service are swift, reliable and sure. Both are awaiting you here to 
add to the success of your product. 


AMERICAN CAN COMPANY @ 


Chicago: 104 So. Michigan Ave. New York: New York Central Bidg. San Francisco: 111 Sutrer street 





